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“Sterling silver for little boys and 
irls” is being featured for Christ- 
mas by the Gorham Company. This 
will make proper provision for the 
Mads and lassies who were so unfor- 
unate as not to have been born with 
ilver spoons in their mouths. 


7+, FF ¥F 
The suggestion that children re- 
ent not having sterling silver knives 
nd forks may prove effective, but 
observation indicates that the average 
kid prefers his fingers to any other 
eating implement thus far invented. 


, Vv F 
| Sapolio, it is reported, has begun 
he distribution of free samples, and 
may put on an advertising campaign 
later. The product, it is said by 
some of the old-timers, is a scouring 
soap. 
vgyv¥sey? 
Harvey Firestone, whose company 
made $6,000,000 in 1931, has come up 
with a profit of over $5,000,000 for 
1932. He evidently believes that the 
rumors regarding a business depres- 
sion have been greatly exaggerated. 


» | = 
A bank that looks like a chronom- 
eter is being used to boost General 
Electric refrigerator sales in New 
York. Instead of digging the instal- 
ment money out of the sock, the 
modern customer gets it out of the 


clock. 
. vt 


Miss Louise Weston commented 
audibly that cosmetics advertising is 
unsound and uninteresting. Among 
her listeners were some manufactur- 
ers of cosmetics and a few agency 
executives who had been wondering 
where their next accounts were com- 
ing from. 

>, ? F 


The signing of Walter Winchell 
for the Andrew Jurgens radio broad- 
casts seems to be a perfect arrange- 
ment. After Walter finishes dishing 
the dirt, the stage should be set fora 
little story about a good brand of 
soap. 

vysey’ 


“Babe” Meigs, who flies his own 
plane and is an aviation enthusiast, 
has been elected a member of the 
board of directors of the Aviation 
Corporation of America. According 
to the accepted methods of choosing 
corporation directors, he knows en- 
tirely too much about airplanes to be 
eligible for this job. 


vv¥seiy’V 

The veracious Bureau of the Cen- 
sus reports that the average Ameri- 
can family now consists of 3.81 per- 
sons. Let’s see—that allows for two 
children, a wife and a husband 
whose domestic quotation has de- 
clined about twenty points. 


> 


According to current advertising 
of Yuletide preparations, Mrs. Santa 
Claus is planning to accompany her 
spouse on his 1932 holiday rounds. 
Is it possible that wives of husbands 
who stay out all night are growing 
Suspicious, even at the north pole? 


> 2 
“The editors,” advertises Business 
bang “concern themselves with the 
Most compelling message that can be 
expressed in type—news!” 
You’re telling us? 


- ¥ FF 
“What do the records show?” asks 
Bradstreet’s Weekly. 
Too darn much for comfort, in 
Most cases. 


Copy Cus. 


DAILIES FIGHT 
GIVING OF NEWS 
IN BROADCASTS 


A. WN. P, A. Directors Urge 
Unified Action 


New York, Dec. 8.—Adopting as a 
resolution the summary of the report 
of the radio committee appointed to 
codify the opinion of all newspaper 
publishers with respect to the broad- 
casting of news by radio stations, the 
board of directors of the American 
Newspaper Publishers Association at 
a meeting here this week called on 
press associations and _ individual 
publishers to present a united front 
in refusing to give or sell to sta- 
tions news collected primarily for 
the use of newspapers. 

In the preamble to the eight points 
which formed the resolution, the 
committee’s report disclaimed any in- 
tention to criticize publishers who 
had invested their money in stations, 
but asked such publishers to keep in 
mind their obligations to the indus- 
try as a whole. Together with pub- 
lishers leasing time on radio sta- 
tions, they were asked to confine 
their radio news announcements to 
as brief a statement as possible, giv- 
ing due credit to press association or 
newspaper. 

“There are about 600 radio sta- 
tions in the United States in the 
present broadcasting band, and about 
1,900 daily newspapers, of which 
only a very small number own or are 
affiliated with radio stations,” said 
the report. “We believe that nearly 
all the newspapers owning radio sta- 
tions have acquired them merely in 
order that they might be on the 
ground floor and might have channel 
protection.” 


Opposed to “Competing Medium” 


The committee declared its opposi- 
tion to the plan “to sell to a compet- 
ing medium news which has been 
gathered for use through the col- 
umns of the newspaper.” The aid of 
James G. Stahlman, president of the 
Southern Newspaper Publishers As- 
sociation, was acknowledged as being 
largely responsible for the fact that 
the industry had finally reached a 
common understanding on the policy 
to be adopted with respect to radio 
exploitation of news. 

After state reports were considered 
the final report was drafted by the 
national executive committee, com- 
prising Edwin S. Friendly, New York 
Sun; H. Ponting, Detroit News; 
Amon G. Carter, Fort Worth Star- 
Telegram; James G. Stahlman, Nash- 
ville Banner; K. A. Engel, Little 
Rock Democrat; Arthur D. Hecox, 
Albany Knickerbocker Press; O. S. 
Warden, Great Falls Tribune; E. D. 
Corson, Lockport Union Sun; John 
Cowles, Des Moines Register and 
Tribune; and E. H. Harris, Rich- 
mond Palladium Item. 

The text of the resolution, which 
incorporates directions to publishers 
for protecting their property rights 
in news, includes the following: 

“It is this board’s belief 

“1. That the national organizations 
whose primary purpose is the gather- 
ing of news for newspapers, should 
not sell or give away such news for 
use in advance of publication by the 
newspapers which have, in part, par- 
ticipated in gathering it, and which 


(Continued on Page 12) 


Chevrolet Attack on All 
Fronts to Start Dec. 17 


All Mediums to Be Used in 
Assault on Lowest 
Price Field 


Detroit, Mich., Dee. 8.—Climaxing 
a month-long teaser campaign that 
admonished the public to “Watch 
the Leader,’ Chevrolet Motor Com- 
pany will parade its now famous 
bandmaster through the pages of 
5,800 newspapers Dec. 17 and on 
posters in 13,500 outdoor locations 
to announce a new “aer-styled” auto- 
mobile for 1933. 

“Here Comes the Leader!” will be 
the climactic slogan that will an- 
nounce Chevrolet’s return to the 
stirring battle among the automobile 
industry’s “big three.” With Walter 
P. Chrysler’s Plymouth already in- 
troduced, and only Henry Ford to be 
heard from, the fight on the low- 
priced new car front will be well 
under way. 

First firing by Chevrolet will be 
heard the night before the news- 
paper broadside, when a_ widely 
heralded radio program featuring Al 
Jolson over a _ coast-to-coast NBC 
hook-up, will announce the arrival 
of “The Leader.” 


Jolson a Sensation 


The Jolson build-up started Nov. 
19, and Chevrolet says that fan-mail 
requests for the black-face singer to 


warble his two _ star numbers, 
“Mammy” and “Sonny Boy,” have 
broken all National Broadcasting 


Company records. 

Full pages in the American Weekly, 
Dec. 18, will start a series in that 
medium that will continue through 
spring. Four weekly magazines— 
Saturday Evening Post, Collier’s, 
Literary Digest and Liberty—will 
take up the new car message during 
the week of the New York Automo- 
bile Show. 

An enlarged schedule of monthly 
magazines will be added to the at- 
tack with the appearance of January 
issues. Included are Good House- 
keeping, McCall’s, Cosmopolitan, For- 
tune, Vogue, House & Garden, Har- 
per’s Bazaar, Sportsman and Town & 
Country. 


Much Direct Mail 
Farm markets will be fought for 


with Country Gentleman, Successful 
Farming, Capper’s Farmer, the Corn 


WRITES BOOK OF VERSE 


A. M. Sullivan 
(Story on page 15) 


Belt Dailies and a selected list of 
state farm papers. 

Direct mail will receive a large 
share of the Chevrolet advertising 
appropriation. This phase of the 
campaign will get under way within 
a week after the newspaper an- 
nouncement, when an_ attractive 
piece will be dispatched to all pros- 
pects whose names have been ob- 
tained by salesmen and dealers. 
First printing order is for 1,000,000. 

This will be followed by a series 
of mailings to selected lists com- 
posed of present Chevrolet owners 
and owners of competing cars. The 
direct mail program, which will be 
embellished later in the year, bids 
fair to be one of the most extensive 
employed by any advertiser during 
1933. 

A separate campaign employing 
direct mail, addressed to the trade, 
has been under way for the past 
month. Dealers will also be appealed 
to through the pages of Automobile 
Topics, starting with the Dec. 24 
issue; Motor, starting with the Janu- 
ary “Show” number, and Automotive 
Daily News, around announcement 
time. Dealer meetings are now in 
session at distributor points. 

The pre-announcement consumer 
drive started the week of Nov. 13 
when the “Watch the Leader” poster 


(Continued on Page 14) 


Last Minute News Flashes 


Kenneth Collins Proceeds With Agency Plans 


New York, Dec. 9.—Kenneth Collins, who resigned three weeks ago 
as executive vice-president and director of publicity, R. H. Macy & Co., 
has reserved quarters for his agency, Kenneth Collins, Inc., in the Empire 
State Bldg. William Howard, formerly his assistant at Macy’s, and others 


will join him. 


Dromedary Dates in Charity Tie-Up 
New York, Dec. 9.—Hills Brothers Company has announced that it 
will give a free package of Dromedary dates to the Salvation Army for 
every empty carton turned over to the Army by date users. The offer 


expires Jan. 1. 


The offer is being backed by extensive advertising, principally by 


radio. 


Mrs. Franklin D. Roosevelt, Amelia Earhardt, and other well 


known women will feature radio announcements of the offer. 


IS. CONTINENTAL 
‘TO CHANGE AUTO 
MERCHANDISING? 


Questionnaire to Garage 
Owners Gives Hint 


Detroit, Mich., Dec. 8—Continental 
Automobile Company’s bid fot a 
place in the 1933 automobile market, 
plans for which have been shrouded 
with heavy secrecy, will be made 
with two six-cylinder cars, William 
R. Angell, president, has announced. 

“The light six,” according to the 
announcement, “may set a new low 
price for six-cylinder cars.” 

“The big six, to be known by a 
distinctive trade name later, is to be 
a luxury car brought down to the 
bottom of the medium price bracket,” 
the statement said. This unit will 
replace the DeVaux models of the 
former Continental-DeVaux line. 


New Merchandising Plan 


The understanding that a revolu- 
tionary method of merchandising 
will be employed with a new entry 
was amplified this week with the 
mailing of a questionnaire to 55,000 
independent garage owners, asking: 

“If you did not have to handle 
trade-ins nor stock parts and cars, 
would you be interested in selling 
such an automobile as well as ser- 
vicing it?” 

A letter accompanying the ques- 
tionnaire said “a plan . . . is under 
way which will add to your earning 
capacity and build up your business 
without increasing your invested 
capital.” 

The inference is that each garage 
owner, if the plan is executed, will 
be a salesman and service man, only, 
and that the functions of the conven- 
tional dealer, requiring capital in- 
vested for new cars, trade-ins and 
parts, will be discharged at some 
central point. 

The sales and service elements 
were emphasized with the questions: 

“Would you be willing to put up 
posters, sales and service signs and 
window displays? 

“Are you equipped to provide the 
general service a car owner requires 
for a nationally advertised automo- 
bile? 

“What importance does the owner 
attach to the automobile dealer’s 
service guarantee at the time of pur- 
chase? A _ great deal? Compara- 
tively little? None?” 


Ask Other Questions 


Continental officials said answers 
to these questions were pertinent to 
full development of the proposed new 
marketing plan. 

Other queries resembled those 
asked in the 30,000 questionnaires 
sent to stockholders a few weeks ago, 
results of which were reported in 
ADVERTISING AcE, Nov. 26. They in- 
cluded questions on the plans of ga- 
rage owners’ customers to buy new 
cars next year, the price class and 
number of cylinders usually pre- 
ferred, and principal features desired 
in a car. . 
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ADVERTISING AGE 


December 10, 1932 


“‘Digest’’ Rates 
And Guarantee 
Cut for 1933 


New York, Dec. 9.—The Literary 
Digest today announced a reduction 
of advertising rates and a reduction 
of its circulation guarantee effective 
Jan. 1, 1933. 

The new circulation guarantee is 
1,000,000, compared with the pres- 
ent guarantee of 1,400,000, and the 
advertising rate for black and white 
is established at $2,400 a page as 
compared with $3,000. The rates 
for single and double columns, color 
pages and covers are reduced pro- 
portionately. 

The announcement of the Digest 
regarding the reduction included the 
following: 

“It is the part of wisdom to recog- 
nize that magazine sales when 
pushed to the peak are too costly to 
maintain. For the past eleven years 
—from 1921 to 1931, inclusive—the 
Digest has averaged 1,318,420 net 
paid copies per week. The publish- 
ers, however, believe that there is 
definite evidence that the nation’s 
buying power is sharply reduced. 
They feel it is sounder to reduce the 
total circulation so as to retain that 


million readers with the most con- 
sistent buying power.” 

It was also suggested that the new 
rates will enable advertisers who 
are compelled to base 1933 appropria- 
tions on 1932 volume to maintain un- 
broken schedules during the coming 
year. 


Willys Gets Floating 
Power License Rights 


License for the use of “floating 
power,” hub of recent Chrysler ad- 
vertising, has been granted to Willys- 
Overland Corporation, Walter P. 
Chrysler has announced. 

Although Skinner Motors has been 
granted the right to use the “float- 
ing power” principle in providing re- 
placement units for Fords, Willys- 
Overland is the first automobile 
manufacturer to secure this privilege 
from Chrysler. 


Waters Has Dry-Dee 


X-Otic Corp., New York, has ap- 
pointed Waters Merchandising Cor- 
poration, New York, to direct adver- 
tising of Dry-Dee. Newspapers, 
trade papers and direct mail will be 
used. 


Schuster Leaves “Times” 


H. G. Schuster has resigned as na- 
tional advertising manager of Chi- 
cago Illustrated Times. The vacancy 
will not be filled. 


“Post” Publishes 


Unique Roto Section 


New York Evening Post published 
eight pages of holiday gift advertis- 
ing for various local shops in its 
Dec. 3 rotogravure section, each page 
divided into 16 equal units, and all 
copy consisting of equal size illus- 
trations, with a short caption, ar- 
ranged in regular rotogravure style. 

According to J. Mora Boyle, adver- 
tising manager, this is the largest 
volume of local retail advertising 
ever printed in the rotogravure sec- 
tion of any New York daily. Six 
additional pages of pictures and ad- 
uae were included in the sec- 
tion. 


Rogers-Gano Gets 
Water Mining Account 


Business and construction papers 
will be used by Water Mining Cor- 
poration through Rogers-Gano Ad- 
vertising Agency, Inc., Tulsa, Okla. 

Through error, International Supply 
Company and Smith Separator Com- 
pany, clients of this agency, were re- 
cently reported to have placed their 
accounts with another agency. 


Lester L. Jones Dead 


Lester L. Jones, executive secre- 
tary of the Publishers’ Association 
of New York for the last 14 years, 
died Dec. 5 of injuries sustained in 
a fall. He was formerly on the staffs 
of various Chicago newspapers. 


AUTHORITIES 


QUOTED 


Se ee 


as shown in this reduced 
facsimile of our advertise- 
ment in Advertising Age 


October 29th Issue. 


INCREASE SHOWN IN 
EMPLOYMENT HERE 


Rubber Plants Report 


Gains 


WASHINGTON, Nov. 28 (#).—An 
upswing in six New Jersey industries 
were reported by the labor depart- 
ment today in its survey of employ- 


vember. 

Increased employment was found 
in plants manufacturing radiators, 
wire, lead tubing. manicure files, ink 
and rubber novelties. 

Pull time work continued in the 

woolen mills and the shipyards. 
Other major industries continued 
* | to operate on part time with reduced 
*' | forces. 


G. The report noted fairly satisfactory 


Fed ‘radio tubes, hosiery 
é& * chiefs. Construction continued dull. 
-; In Trenton, some improvement 
SY iwas noted in general employrhent. 
©!Gains occurred in the wire and steel 
);|mills and in the mechanical rubber 
2! ijplants. Municipal relief projects fur- 

) } nishea temporary work for 281. 


| Production scheduled in plants mak- : 
jing silk, clothing, furniture, paper, ' 
and handker-; 


3% MADE IN TRENTON 


Trenton Wire, Steel Mills, |: 


¢ NOW THE 
—-Crerimrametanecnea: 


Labor Department, Washington, D. C., 
Nov. 28th.—(Associated Press) reported 
to the Trenton State Gazette as reprinted 


ment conditions at the first of No-| 


~. fond ‘ 
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TRENTON OUTSTANDING 3 


DEPRESSION NOTWITHSTANDING oe 


ONE OF 3 CITIES IN U. S—"BEST SALES OPPORTUNITY” 3 
BEST REPORT AMONG 200 CITIES REPORTING Seed 
15%, INCREASE OVER AVERAGE iN ACTIVITIES wendy 


PAST 4 MONTHS FACTORY GAIN 7.71% 


AUTHORITIES QUOTED AS FOLLOWS: |:"% 


DECEMBER ‘31, ALEXANDER HAMILTON INSTI- i 

» TUTE (BUREAU OF BUSINESS CONDITIONS): 
Reported Trenton as the only city, amongst 200 cities reporting, 
with business conditions described as "Good" and recent trend as 


"Up." 


9 JANUARY ‘32, BUSINESS ECONOMIC DIGEST: 
® Listed Trenton, N. J., as one of three cities in the United States 
offering the best sales opportunity (Washington, D. C., and Lead, 


S. D. being the other two). 


States average of 53.5%. 


SEPTEMBER 30, '32, TRENTON INDUSTRIAL BUSI- 
» NESS CONDITIONS REPORT: Showed that employees 
in 39 factories between May and September increased 7.71%. 


ADVERTISE OUTDOORS =i; 


ed here. 


BRIDGE. 


3 MAY '32, SALES MANAGEMENT: Reported Trenton 
® as exceeding by 15% the average business activities of all 
cities in the United States (on the basis of bank debits). Month of 
May was reported as 68.5% of normal in comparison with United 


PROFIT BY THIS PURCHASING POWER 
A POSTER AND PAINT SERVICE UNEXCELLED 


INCLUDING A WELL ORGANIZED 
MERCHANDISING SERVICE 
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; THIS UPSWING IN TRENTON IN- 
CLUDES THE ROEBLING WIRE CABLE 
FOR THE GOLDEN GATE SUPENSION 


TRENTON OUTSTANDING 


DEPRESSION NOTWITHSTANDING 


GETS "MILLION 


— 
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DOLLAR NAME" 


ARROW 
CRAVATS 


$44 
vod 


ARROW 
CRAVATS 


This is the first advertising on Arrow's new neckwear, a test window 
used in an introductory campaign in Boston. The product will also 
have the support of Cluett, Peabody & Co.'s national copy. 


ARROW TO SELL 
MEN'S NECKWEAR 


New York, Dec. 8.—After advertis- 
ing men’s neckwear in copy on 
Arrow shirts, handkerchiefs and 
underwear for nearly 30 years, 
Cluett, Peabody & Co. have decided 
to go into the business. Consumers 
were told of the addition in the com- 
pany’s color page in this week’s issue 
of the Saturday Evening Post, which 
resembled former advertising with 
the one difference of a line of small 
type in a catalog cut caption, read- 
ing, “Arrow Cravats $1 and $1.50.” 

The company does not plan a sepa- 
rate publication campaign on ties for 
the time being, but will incorporate 
neckwear copy in magazine space 
on its other products. The extra in- 
troductory effort will be concen- 
trated on point-of-purchase adver- 
tising. 

The policy of featuring prices in 
national copy, which has proved so 
successful on the company’s other 
products for many years, will be fol- 
lowed on the ties. During the re- 
tailers’ price battles of the past two 
years, dealers have approved more 
enthusiastically than ever of the 
company’s effort to establish stable 
values through national advertising. 


Use Resilient Feature 


The principal talking point of the 
new Arrow product will be the 
resilient feature. This is covered 
with a patent owned by Franc-Stroh- 
menger & Cowan, Inec., which li- 
censes the process but not the use 
of its trade name, Resilio. 

The Arrow ties are being intro- 
duced to the trade as “The Cravat 
that was born with a million-dollar 
name—Arrow,” thus reminding deal- 
ers of the acceptance created for the 
brand name by the company’s con- 
sistent, large-scale advertising. 

The company advises dealers to 
carry small stocks, reminding them 
that they can get overnight service 
from one of the 10 branches. The 
retailers are even encouraged to 
enter into competition with each 
other to see who can turn over their 
Arrow stocks most rapidly. Letters 
from dealers telling of a rate of turn- 
over as high as 31 times a year are 
used to develop new outlets. 


Henderson Is Broke 


W. K. Henderson, Shreveport, La., 
who became nationally known as 
operator of stations KWEA and 
KWKH because of his radio attack 
on chain stores, has filed a personal 
petition in bankruptcy. The stations 
are not involved, their title being 
vested in Hello World Broadcasting 
Company. 


Day Joins “News Index’’ 


F. S. Day, formerly with Chicago 
Daily News, has been named adver- 
tising manager, in charge of both 
national and local advertising, of Ev- 
anston, Ill., News Indez. 


Track Star’s 
Testimonial 


Stirs Tempest 


New York, Dec. 8.—After several 
days’ furore, the storm raised by the 
appearance in a Dodge teaser ad- 
vertisement in newspapers of a 
testimonial from Mildred (Babe) 
Didrikson, Olympic track champion 
of Dallas, Tex., and an ineligibility 
ruling handed out by the Amateur 
Athletic Union as a consequence, ap- 
peared as a tempest in a teapot. 

While Miss Didrikson informed 
sports correspondents and _ the 
A.A.U. that her picture and testi- 
monial were used without her 
knowledge or permission, the United 
Press reported an officer of Ruth- 
rauff & Ryan, Inc., Dodge agency, as 
saying that the advertisement was 
published with the full consent of 
Miss Didrikson and her manager. 

“We have a written letter of re- 
lease from Miss Didrikson and her 
manager,” the press service reports 
the agency official as saying. “The 
release gave us full permission to 
use Miss Didrikson’s picture, as well 
as the complimentary things she said 
of the car. It is unreasonable to as- 
sume that we would prepare such 
copy without first gaining permis- 
sion.” 


MacBendid 1. Pleves to 
“American Restaurant” 


MacDonald H. Pierce, formerly 
with United States Advertising Cor- 
poration, has joined Patterson Pub- 
lishing Company, Chicago, to repre 
sent Club Management and as spe 
cial representative in the Ohio terri- 
tory for American Restaurant. 

His headquarters will be in the 
Bulkley Bldg., Cleveland. 


Columbia Picks Tyson 


Columbia Appliance Corporation, 
New York, dry cleaning machinery 
and supplies, has appointed O. S. Ty- 
son and Company, New York. Trade 
publications, newspapers and direct 
mail will be used. 


Cease Names Hawley 
Advertising of Cease Distributing 
Company, New York, cold remedy, 
has been placed with Ray Hawley 
Associates, New York. 


Directs Bank Copy 
Effective Jan. 1, 1933, Charles R. 
Stuart Advertising Agency, Inc., L0s 
Angeles, will resume complete dire¢: 
tion of Bank of America advertisiné. 


Have Buddyserge 
Hirshon-Garfield, Inc., New York, 
has been appointed by the Buddy: 
serge Company, Philadelphia, me?’ 
clothing. 


Start Electrical Paper 


Electrical Digest, 21 King Street. 
East, Toronto, Ont., made its initial 
appearance with the December issu® 


J. M. Muir is managing editor. 
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This advertisement is addressed to, 
Food Product Advertisers 
—but no secret! 


'D-EYE VIEW 


Bos is a darn good grocer in the Bay Ridge 
district in Brooklyn, which is in New York City. 

He has a high rent store. He knows today that he can’t take the 
chances he once took—on shelfwarmers, and products that park per- 
manently. His shelves are full of rueful reminders of past mistakes, 
bum guesses, errors of judgment, and triumphs of personality—over 
Bob. So Bob is becoming rather hard boiled! 

Salesmen barge in every business day. Some offer deals. Others 
trot out testimonials of Ph. D.’s, and vitamine counts. Others ad- 
vance arguments out of impressive manuals with color charts, talk 
turnover, mention margins. 

But Bob is no longer running a warehouse. Nor a public health 
station. He admits he is no master merchandiser. He’s just a grocer, 
who has to sell groceries! 

So he wants to know what the manufacturer is going to do to 
work up a little demand, to bring a few more customers into h7s store, 
to make more of Azs present customers buy the stuff. 

Advertising? Yes—but not national advertising. Bay Ridge ad- 
vertising, among Bob’s customers! 


WELL? what are you doing for Bob? 

His is one of 308 grocery stores, serving 27,200 good middle class 
families. Bob’s proportion is 88 families. How much of your New 
York advertising is going to Bob’s 88 Bay Ridge families? 

If you use evening papers in New York, you don’t know, do you? 


But you can use a little arithmetic! Assume that the distribution of 
New York evening paper circulation parallels the distribution of 
morning papers here. It should, shouldn’t it? 

Then: Your advertising in the largest New York evening paper is 
reaching just 28 of Bob’s customers. 

If you are using the three largest New York evening papers, you 
reach 57 of Bob’s customers. 

But if you use only The News (which we know has 16,290 circu- 
lation in the district) you reach 52 of Bob’s customers—at exactly 
$1.00 less per agate line than the three paper cost! 


THERE are 1 7,000 food outlets in New York City alone; and 
more than 20,000 in the market. Food product, advertising needs 
volume—to reach a volume audience buying from the huge volume 
of outlets in this market! 

That’s why you need The News in New York—first! It gives 
more coverage. It costs a lot less. And the small News page gives 
advertising a better presentation! 

At this point some advertising wise guy will arise and remark— 
‘“‘Ah! But do morning papers reach the women buyers?’’ Generally, 
we don’t know. But we do know that The News does! Bob knows, 
too! Ask him—or any Bob in the grocery business in New York! 

And get more action out of the dollars you spend for advertising 
in New York City—or save some of them—by doing your spending 
in The News! 


‘THE a NEWS ~ 


NEW YORK’S PICTURE NEWSPAPER 


220 EAST FORTY-SECOND STREET, NEW YORK CITY 
Tribune Tower, Chicago @ Kohl Building, San Francisco 
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The Battle for the Canned Soup 
Market 


Campbell’s Soup rates among the 
best advertised products in the coun- 
try. The advertising which has been 
done for this standard line of food 
products has been consistent, inter- 
esting and extensive, both as to time 
and territory. Now two new com- 
petitors, backed by vigorous adver- 
tising paralleling that of Campbell’s, 
but introducing some new features as 
well, have undertaken an attack on 
the market. 

Good products, backed by good ad- 
vertising by Heinz and Hormel, will 
undoubtedly attract attention and 
command support, for intelligent 
competition, with something new and 
different to offer, can always make 
some inroads, even when a product 
is well-entrenched in the market. 
Consequently it will be interesting to 
watch the development of the mer- 
chandising tactics used in behalf of 
these three canned-soup brands. 

Without claiming any gift of 
prophecy, ADVERTISING AGE believes 
that the most evident result of the 
increased advertising now appearing 
for canned soups will be a growth in 
the market and larger consumption, 
thus making it possible for the new- 
comers to do well, without substan- 
tially reducing the volume of busi- 
ness of the Campbell Soup Company. 

It nearly always works that way. 
Advertising, even though intended 
for competitive purposes, performs a 
creative function if it is well done, 
and advertising that makes products 
seem attractive and desirable is cer- 
tain to create new users. The in- 
creased number of impressions re-- 
ceived by the public regarding the 
advantages of canned soup will win 
new customers, whose business will 


be shared by all of the leading 
brands. That’s why it is true, as 
well as a truism, that competition 
is the life of trade. 

The automobile industry would 
never have grown to its present com- 
manding proportions if the task of 
selling automobiles to America and 
the world had been left to two or 
three manufacturers. The work was 
done by the combined efforts of 
scores of aggressive companies, each 
competing vigorously for the current 
available business, but at the same 
time doing its bit in creating new 
business which added to the sum 
total of potential sales and hence 
made more business for everybody. 
Not every advertiser succeeded, but 
each played his part in the expan- 
sion of the market and the industry. 

In the same way, the large vol- 
ume of cigarette advertising which 
has been recorded in recent years is 
as much a factor in increasing con- 
sumption as the changing habits and 
tastes of the population. Perhaps 
women would have adopted the cig- 
arette without advertising stimula- 
tion, and perhaps the increase in the 
number of cigarettes smoked each 
year, which continued steadily until 
1932, would have gone ahead even 
if advertising had not been so con- 
tinuous and widespread as it was, 
but we doubt it. Advertising was 
done for each brand to establish a 
strong competitive position and di- 
vide the available business, but it 
helped to make a bigger market and 
more business for all to share. 

Business is accepting this point of 
view, and therefore can afford to re- 
gard competitive advertising as def- 
initely advantageous in the long run. 


How Is Beer to Be Distributed? 


Advertising men who have their 
eyes on Washington, to note the di- 
rection in which beer legislation is 
moving, regard the question of the 
methods of distribution and sale to 
be provided in proposed amendments 
to existing laws as highly significant 
from the standpoint of the probable 
extent and character of the advertis- 
ing which will be done in behalf of 
legalized brews. 

The fight against the return of 
the saloon is really a battle against 
the sale of draught beer over the 
bar to the thirsty consumer who dis- 
poses of it then and there. If dis- 
tribution is restricted to groceries, 
drug-stores, restaurants and other 
retail outlets of types already in op- 
eration, and if consumption on the 
premises is forbidden or regulated, 
it will make it difficult to sell 
draught beer in kegs, but bottled 
beer will constitute the chief item 
in the output. 


Bottled beer can be shipped and 
sold over a much wider territory than 
draught beer, and therefore can be 
advertised to better advantage. It 
will be sold at a higher retail figure, 
of course, but the experience of suc- 
cessful merchandisers of other bev- 
erages which have become popular 
since prohibition indicates that a 
higher price than five cents does not 
necessarily limit the market se- 
verely. There is a political and rev- 
enue advantage in five-cent draught 
beer, but there are merchandising 
and advertising possibilities in , bot- 
tled beer which make the latter es- 
pecially interesting. 

It may be several months before 
legislation which can be enacted and 
put into effect is formulated, but in 
the meantime it will be worth while 
to consider just how distribution 
methods will influence the advertis- 
ing which is certain to follow the 
modification of the Volstead act. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 453. The Industrial Market, 
Where It Is—How to Reach It. 


A booklet showing the location of 
industrial buying power in the 
United States by counties, based upon 
the U. S. Census of Manufactures, 
with maps and charts showing the 
locations of mill supply houses in 
relation to local industrial trading 
areas. Published by Mill Supplies, 
Chicago. 


No. 452. Small Towns Have Suffered 
Less from Unemployment Than 
Large Cities. 

An interesting analysis of unem- 
ployment statistics for towns of less 
than 10,000 and more than 10,000 
population, based on the United 
States Census Reports of 1930 and 
other data, purporting to show that 
unemployment is almost twice as 
wide-spread in larger cities as it is 
in smaller communities. Published 
by Household Magazine. 


No. 449. Current Buying Indices of 
Magazine Readers. 

This booklet, detailing the results 
of a Percival White study of readers 
of nine leading women’s magazines, 
contains a wealth of material which 
should interest every advertiser. De- 
tailed tabulations indicate what ap- 
pliances each reader has, what types 
of groceries and what brands are pur- 
chased, how many members of the 
family are employed, what they do, 
and whether they are working part 
time or full time, etc. The study 
was made by personal interviews in 
17 cities scattered throughout the 
country, with the exception ofthe 
Pacific coast, with calls allocated so 
that five per cent of the total inter- 
views were made among class A 
homes and the same number among 
class D homes, with the remaining 
90 per cent equally divided between 
class B and C homes. A minimum 
of 500 interviews for any one of the 
nine papers studied was secured. 
Published by True Story Magazine. 


No. 448. “Who They Are;” “What 
They Own;” “What They Pay;” 
“Are They Buying Now?” 

This interesting booklet published 
by Cosmopolitan Magazine contains 
detailed information on the incomes, 
buying habits, magazine preferences 
and other pertinent subjects of con- 
sumers, based upon 132,527 personal 
interviews made by R. L. Polk & Co., 
with housewives in Pittsburgh, Co- 
limbus, Fresno, Richmond, Seattle 
and Charleston, W. Va. The booklet 
contains a wealth of detailed infor- 
mation, and many valuable charts. 
It shows the standing of 15 national 
magazines, as indicated by 24 basic 
factors, and also includes 11 other 
factors. 


441, Yes! 


“We were sure the new McCall’s 
would carry McCall Street with a 
huge majority of approval, but we 
didn’t expect it would do it so com- 
pletely, so wholeheartedly,” says 
this booklet for McCall’s Magazine. 
“We've read ’em—at the rate of 
more than 200 a day—and wept, for 
joy, of course. Here are just a few 
representative samples.” The book- 
let is comprised exclusively of let- 
ters commenting on the new “de- 
partmentalized” makeup of the pub- 
lication. 


No. 431. The Market Chicago. 


This booklet contains complete 
marketing information on the Chi- 
cago area, including population fig- 
ures, break-up by wards, location of 
transportation systems and business 
districts, analysis of buying units by 
wards, distribution of foreign and 
negro population, and summaries of 
area. Published by Big 4 Advertis- 
wholesale and retail trade in the 
ing Carriers. 


— 
———. 


AN IMPORTANT AGENCY PROBLEM 


“But it don't look like a Flickenheimer cookie. 


—College Humor. 
It just looks like 


anybody's cookie." 


Voice of the Advertiser 


Starch Surveys Are 
Made Independently 

To the Editor: Your Dec. 3 issue 
carries an item headed, “Dr. Starch 
Makes New Liberty Study.” We 
should like to point out that the 
Starch study referred to is not a 
Liberty study. 

It is an independent study of 
reader interest in advertising in 13 
leading magazines made by Dr. 
Starch and his staff, and covers 
about 30,000 interviews with maga- 
zine readers over a period of six 
months. The report embodying this 
survey is entitled, ‘Media Effective- 
ness Report,” and may be _ pur- 
chased by any interested party. 


P. A. WINCHELL, 
Dept. Adv. Pro., Liberty, New York. 
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A Copywriter Rises 
to Give His Thanks 

To the Editor: Thanks for that 
lead editorial in your Nov. 26 issue— 
a copywriter’s perhaps selfish thanks, 
and an advertising man’s certainly 
unbiased. 

It has really been funny, these last 
few struggling years, to watch our 
profession’s, “Lo! the poor copy- 
writer!” attitude toward the writer. 
Everything emphasized but copy— 
everyone emphasized but him. 

Results? Read ’em and weep. 
Some pretty terrible attempts at 
copy, you'll admit. After all, it does 
happen to be true that working 
words are the urges to buying ac- 
tion which John and Joan Public 
heed. I think these last years have 
proved that not everyone can write 
copy—they surely have shown just 
as certainly that nearly everyone has 
tried. 

You can’t have good, result-getting 
advertising without good copy, and 
good copy comes only from the cre- 
ative brains of good copywriters, 
paid adequately for those producing 
brains. Who wants good advertis- 
ing? Let him first get him an agency 
with good copywriters! Isn’t it so? 
Then watch sales click. 


C. RALPH BENNETT, 
Keelor & Stites Company, Cincinnati. 
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“Entertainment” Not 


Owned by Seeman Bros. 
To the Editor: On page 10 of your 
Dec. 3 issue, we discover your inter- 
esting article entitled “Chicago 
chain may publish new magazine,” 
from which we quote the following 
sentence: . 
“If it (Independent Grocers Alli- 


ance) carries out the project, its new 
magazine will be patterned after 
“Entertainment,” created by Seeman 
Brothers, New York, for their volun- 
tary chain.” 

This statement is incorrect and as 
it is misleading to the readers of 
ADVERTISING AGE, we would appreci- 
ate it if you would correct it. 

Entertainment is an entirely inde- 
pendent publication, produced by 
Entertainment Publications Corpora- 
tion. Seeman Brothers have the 
sole distribution of the magazine to 
the grocery trade in the New York 
metropolitan area; while Rival 
Foods, Inc., of Cambridge, Mass., 
have the sole right to distribute En- 
tertainment to their grocers in New 
England. 

Plans are now under way with job- 
bers in other territories to permit 
them to distribute Entertainment to 
such of their retail grocers as may 
desire to take advantage of the plan. 

The idea back of the distribution 
of Entertainment, as well as the pub- 
lication itself and its editorial ap- 
peal, was developed by this company 
and presented to Seeman Brothers as 
a plan whereby they could group to- 
gether a quantity of stores with En- 
tertainment the factor common to all 
of them. 

Sylvan T. Stix, vice-president of 
Seeman Brothers, in various articles 
in several grocery trade papers, re- 
fers to the “chain” so created as “a 
supervoluntary idea, so voluntary 
that it has no binding effect at any 
point, neither upon the food manu- 
facturer, the wholesale grocer, nor 
the retailer. It is not a voluntary 
chain but represents a constructive 
effort to help retail grocers along co- 
operative lines wherever the retailer 
wishes to take advantage of it.” 


JAMES P. HUNTING, 
President, Entertainment, New York. 
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Ready for Business 

To the Editor: We are starting 
now to rehabilitate our plant and 
will expend in excess of a quarter of 
a million dollars in getting it into 
shape for the return of beer. Our 
plans call for the expenditure of 
from $75,000 to $100,000 in advertis- 
ing and promotion work. We are 
not yet prepared to commit ourselves 
regarding the brands we will fea 
ture, whether we will use the brands 
we had before prohibition or whether 
we will establish new ones. 


R. L. SwEENEY, 


Theo. Hamm Brewing Company, 
St. Paul, Minn. 
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Speaking of upturns, we know a number of important business 
houses that have been more than just healthy throughout 1932. 
Not in years has The Digest had so general and so generous 
thank-you’s from so many of its advertisers. 


It means much, when we hear “Not only better on pulling 
inquiries, but a greater percentage are converted into orders” 
(office specialty) —‘‘Over 5670 inquiries from the page” (in- 
surance )—‘Broken all previous records . . . 2100 inquiries in 
a single day” (resort) “Inquiries for less than half the 
average cost” (soap)—‘‘7392 coupons from a single column, 
each with 10 cents for sample’ (mouth-wash)—“The double 
column brought 11,602 inquiries” (ink). 


These results were not accidental, or automatic—even 
recognizing The Digest’s grip on the sound, sober mind of the 
nation. We planned and built this prosperity—with rate reduc- 
tions of 25%, with special services like the Advertising Guide, 
with two vast polls on prohibition and presidents (each 20,000,- 
000 ballots), with steady advertising to the public—and with a 
regular service to readers that has no peer in its field for interest 
and accuracy and completeness. 


Nor will the 1933 success of Digest advertisers be left to take 
its normal course. We are planning now to push, pull, boost, 


THE 


SOUNDING-BOARD 


BOOK A FIRST-CLASS 
PASSAGE ON THE 


GOoOD SHIP 


LITERARY DIGEST 


OF 


"1933" 


shove, and shout for better-than-expected returns to all. We are 
determined to put our advertisers out a little ahead in their 
fields, no matter how many the runners and how fast the pace. 


Buy your sales security now. Compare qualities and compare 
costs. Base your drive for dollars on reality, not on hearsay, 
opinion and hope. . . . May we give you further facts about The 
Digest’s record in your field? May we give you a lift toward the 
promised land? 


* * * 


Quantity—Full circulation guaranteed, ‘‘or rebate.” 
Quality—Readers self-selected by active interest in realities. 
Economy—LClass circulation at mass costs. 


Remember—The Digest is a first-choice magazine to people of 
active minds and wide interests—it ranks first in number of class 
A and class B homes—its readers more than any other group in 
the country are able to buy electric refrigerators, radios, motor 
cars. See the Percival White survey, ““Buying Power of Readers 
of Fourteen Magazines.” Ask Daniel Starch for the record, 
“Cost per page per 1000 readers per $1000 income.” .. . 
Then book a first-class advertising passage in The Digest at the 
lowest cost ever known. 
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UNDERWRITERS 
URGE TAX CUT 


New York, Dec. 8.—What is be- 
lieved to be the first paid advertise- 
ment in any national magazine de- 
voted entirely to the project of re- 
ducing taxes appears in the Dec. 12 
issue of Time, in which National 
Board of Fire Underwriters uses a 
full page to discuss the serious ef- 
fects of high taxes. 

Under the heading, “What a Toll 
Taxes Take,” the copy declares that 
serious-minded citizens are viewing 
the enormous increase in taxes with 
alarm and apprehension, and points 
out the fallacy of the common idea 
that taxes affect only those who pay 
them directly. 


Destroys Initiative 


“Before long, the heavy burden of 
excessive taxes will kill initiative 
and prohibit capital from entering 
trade and commerce,” the advertise- 
ment warns. “The excessive taxes 
which are being levied to defray 
administration expenses of city, 
county, state, and national govern- 
ment are imperiling the future of 
America.” 

As a remedy. the copy suggests 
that “as a public-minded citizen, put 
it up to government to do what you 
have done. Adjust itself to reduced 
income. Cut out all unnecessary ex- 
penses. Bring down the taxes — 
make fewer dollars go farther in 
government administration.” 

“Because the relationship of Stock 
Company Fire Insurance is so close 
and friendly with that of business 
and commerce, farm and home,” the 
final paragraph explains, “the Na- 
tional Board of Fire Underwriters is 
publishing this paid message in the 
public interest. The 216 stock com- 
panies which make up the National 
Board of Fire Underwriters earnestly 
urge you to write your local and na- 
tional legislators, expressing your 
views on the tax situation.” 

Ralph H. Jones Company is the 
agency. 


PUT OVER CHRISTMAS CARNIVAL 


On its first job, a Christmas Carnival Parade, to create an enthu- 
siastic Christmas spirit by having a parade composed of all children 
over ten in costume, Advertising Club of Nashville, Tenn., brought 
30,000 of the 152,000 population of Nashville down town. Second 


on the left above is J. Donald Ross, chairman of the carnival. 


N. B. 


Hager. Union Ice Cream Company, and president of the club, is 
standing in the center, and first on the right is E. M. Kirby, C. P. 
Clark, Inc., in charge of the club's publicity. 


Southeastern Council 


to Advertise South 


The raising of $25,000 to $50,000 
for the promotion of the industrial 
and agricultural interests of the 
eight southeastern states was author- 
ized at the annual meeting of South- 
eastern Council in Birmingham, at 
which Hugh MacRae, Wilmington, 
N. C., was re-elected president. 

Effort of the Council will be pat- 
terned after that of the New England 
Council. 


Cooke to Comrie & Cleary 


David D. Cooke, formerly director 
of copy for Vanderhoof and Com- 
pany, Chicago, and previously for 11 
years merchandising director of the 
Chicago office of George L. Dyer 
Company, has joined Comrie & 
Cleary Company, Chicago, as vice- 
president in charge of copy and mer- 
chandising service. 


‘There is no sub. 


stitute for readers 


e 


BUSINESS WEEK 


has won advertising 
leadership in its 
field because it 
is so well read by 
the right people. 


mings and John C. Esty, 


William Esty 
Gets Thompson 
Space Buyers 


New York, Dec. 8.—With the ad- 
dition this week of Edwin H. Cum- 
William 
Esty & Co., appointed last week by 
the R. J. Reynolds Tobacco Company, 
have rounded out the executive per- 
sonnel of a stellar agency organ- 
ization. 

In their new connection Mr. Cum- 
mings will be newspaper space buyer 
and Mr. Esty magazine space buyer. 
Both came from similar positions 
with the J. Walter Thompson Com- 
pany. Mr. Esty is a brother of the 
agency owner. 

Vice-presidents of William Esty & 
Co. are P. Wesley Combs, formerly of 
General Motors Corporation and be- 
fore that the Blackman Company; 
Edward R. Fuller, who came from J. 
Walter Thompson Company, and 
Donald T. Carlisle, who was an ac- 
count executive for 15 years with 
Batten, Barton, Durstine & Osborn, 
Inc. Mr. Combs is in charge of mar- 
keting and the other two officers are 
account executives. 

The copy chief, Gerald Carson, and 
his two assistants, Monica Barry 
O’Shea and Thelma Walker, are all 
former members of the J. Walter 
Thompson Company copy staff. 

James Yates, art director, was for- 
merly art director of the J. Walter 
Thompson Company. 


New Paper for 
Golfers to Start 


Golfing, a monthly controlled circu- 
lation publication to be mailed to 
400,000 golfers, will appear in April, 
1933. It will be published by Herb 
and Joe Graffis, 205 W. Wacker Drive, 
Chicago, publishers of Golfdom, a 
business paper for golf club officials. 

The publication will be issued only 
in April, May, June, July and Au- 
gust. and will be printed in roto- 
gravure. 


Hammond Paint Appoints 


Hammond Paint and _ Chemical 
Company, Beacon, N. Y., has ap- 
pointed Soule, Feeley & Richmond, 
Inc., New York, to direct advertising 
of its agricultural insecticide prod- 
ucts. 


Sealed Power on Air 


Sealed Power Corporation, Muske- 
gon, Mich., will begin a weekly 
broadcast over NBC Jan. 8 in its first 
use of radio. Maxon, Inc., Detroit, 
is in charge. 


Hotel Appoints 


Advertising of Hotel Times Square, 
New York, has been placed with 
Reimers, Whitehall & Sherman, Inc., 
New York. 


REGULATE TRADE 
NAMES FOR COAL 


Detroit, Mich., Dec. 8.—Detroit 
Better Business Bureau, with the co- 
operation and approval of the De- 
troit Coal Association, has formu- 
lated a set of rules designed to elim- 
inate use of “misleading” terms in 
coal copy. 

Fuel advertising will specify that 
a coal is Pocahontas, or Ohio or 
Kentucky, instead of “Black Gem” 
or “Everhot,” the new regulations 
dictate. 

Explaining the action, Lyle L. 
Janz, fuel director, declared that “in 
the past coal advertising has shown 
widespread confusion regarding true 
name and size of the fuel. Cus- 
tomers have been misled and repu- 
table dealers have been forced to 
meet unfair competition. 

“In one Sunday newspaper, for 
example, the bureau found 21 dif- 
ferent trade names for coal. Only 
four gave any indication to the con- 
sumer as to what kind of coal was 
actually offered.” 

The new rules specify that there 
shall be only five sizes of coal and 
three sizes of coke advertised. The 
recognized coal sizes will be pea, 
nut, stove, egg and lump. 

Under the new rules, also, each 
yard will use only one name in its 
advertisements, so that its custo- 
mers may know definitely with 
whom they are dealing. 


General Foods Corp. 


Promotes Goodwin 


W. I. Goodwin, in charge of bulk 
coffee sales, General Foods Corpora- 
tion, New York, since 1929, has been 
appointed vice-president of Frosted 
Foods Sales Corporation in charge of 
eastern sales. Ira S. Randall will be 
his assistant. 

Howard O. Frye is now in charge 
of bulk coffee sales. Charles A. Wig- 
gins, assistant to Ralph Starr Butler, 
will take over Mr. Frye’s former du- 
ties in connection with institutional 
advertising. 


Pick Calkins & Holden 


L. C. Chase & Co., New York, have 
appointed Calkins & Holden, Inc., 
New York, to direct advertising of a 
number of their textiles and special 
fabrics, including mohair upholstery 
fabrics and draperies, Seam-Loc car- 
pet and blankets. 


Reis Joins Rossiter 


Lawrence A. Reis, formerly copy 
chief, Littlehale-Burnham-Rossiter, 
Ine., has joined Ralph Rossiter, Inc., 
New York, as_ vice-president in 
charge of copy and planning. 


Is Advertising | 
Unsound? Then 


So Is Business 


Chicago, Dec. 7.—Advertising is an 
integral part of modern business, and 
is sound or unsound in the same 
proportion as business on the whole 
is sound or unsound, Marco Morrow, 
assistant publisher, Capper Publica. 
tions, told the Women’s Advertising 
‘lub of Chicago last night. 

“A very large portion of the popu- 
lation, and the most important por. 
tion, because it is the thinking por- 
tion, is questioning the function and 
the value of advertising,’ Mr. Mor- 
row asserted. ‘While this question- 
ing is largely academic now, it may 
be thoroughly practical tomorrow. 

“Advertising need not be vulgar or 
offensive—when it is, it destroys its 
own effectiveness,” he said. 

Mr. Morrow pointed out that all 
philosophies, through the ages, have 
been founded primarily on the theory 
of want, while the current problems 
faced by business are caused by an 
over-abundance of everything. 

For that reason, he said, “the 
greatest current problem is that of 
distributing and using the things 
which can be made in great abund- 
ance. Advertising is the greatest fac- 
tor in distribution, and its future is 
thus assured, but it must square 
with sound economic principles.” 

“This is an era of change,” Mr. 
Morrow asserted. “We will see more 
and more fundamental changes in 
the next ten years—more than we 
have seen in the past 40 or 50 years.” 


Utilities to B. B. D. & O. 


New York Edison Company, United 
Electric Light and Power Company, 
Brooklyn Edison Company and New 
York and Queens Electric Light and 
Power Company, all affiliated with 
the Consolidated Gas Company of 
New York, have appointed Batten, 
Barton, Durstine & Osborn, Inc., New 
York. The appointment does not af- 
fect the gas advertising. 


Grigsby Names Three 


B. J. Grigsby, president, Grigsby- 
Grunow Company, Chicago, Majestic 
radios and refrigerators, has an- 
nounced the appointments of R. C. 
Rolfing as assistant vice-president 
and works manager; W. G. Peirce, 
Jr., as assistant vice-president in 
charge of radio; and J. F. Ditzell as 
assistant vice-president in charge of 
refrigeration. 


N.R. D. G. A. Sets Date 


The National Retail Dry Goods As- 
sociation will hold its annual con- 
vention at the Hotel Pennsylvania, 
New York, Jan. 16-20. 


l| 


We say “Yes Ma’am” 
to our Cooks 


Women cooks prepare the food for the 
Hotel Lexington restaurants. That’s why 
it’s so delicious and wholesome. And 
Lexington restaurant prices, like its room 
rates, are sensible—35c for breakfast, 
65c for luncheon and $1.00 for dinner in 
the main dining room. 

$3 a day and up for Lexington rooms— 
$4 and up for two persons. 


HOTEL LEXINGTON 


In Grand Central Zone, Lexington Ave. at 48th St. 


NEW YORK CITY 
CHARLES E. ROCHESTER, General Manager 
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[You Can’t Do It By Hand 


Most manufacturers of plant equipment, materials and supplies are facing a tough sales job. You have to call on 
many more prospects to get an order than you did a few years ago. Yet sales staffs have been cut down as much as 50 
percent or more. The chances are that each individual sales job takes longer, and that the manufacturer who has 
reduced his sales staff by a half is only getting a third as many calls. 


| Is it any wonder then that sales costs have skyrocketed? 


: One of the basic difficulties is that many makers of equipment, materials and supplies are trying to manufacture 
orders almost entirely by hand. Sales costs can’t be cut by resorting entirely to hand work any more than you can 
| cut production costs in your plant in that way. With reduced man power, with possible orders widely scattered and 
abnormally small, you must have economical, high speed producers for your sales job as well as for your production job. 
} 
} 


The fastest, most economical sales tool is good magazine advertising. When your advertisement appears in 
FACTORY AND INDUSTRIAL MANAGEMENT and MAINTENANCE ENGINEERING, you are immediately selling your pro- 
duct to thousands of men throughout the manufacturing industries at a cost of less than a cent per man. 


Advertising is the only sales tool that can give you such widespread and concerted sales effort regardless of cost. 
You need advertising more than you ever did, to help you get your share of the existing business, to create new busi- 
ness, to sell at a profit. 


. The paragraphs below tell the story of two high speed sales tools. 


“The 


: W orld is 


Creating 
Industrial 


| arwwatl d managers and their staffs are the focal point in today’s 
terrific competitive battle. It is their responsibility to cut man- 
ufacturing costs and improve products so that their companies can 
stay in business. Thousands of these men all over the country, in 
every manufacturing industry, are today applying new methods and 
principles of manufacture that they get from Factory and Industrial 
Management. They use this publication as a working tool. Every 
issue brings them fresh suggestions. Each month brings more of 
them into the market for equipment they need to carry out their 
new operating plans. 


Here then in Factory and Industrial Management you have a 
creator of equipment orders that will help you make sales today: 


_ In every one of the 16 major divisions of the manufacturing 
industries—at a cost of $15 per industry! 


In plants constituting the bulk of the market—at a cost of less 
than 2c per plant! 


To 18,000 subscribers—54,000 readers—at a cost of less than !/2c 
per reader! 


To many men in the biggest plants, to a few in the smaller plants! 


To men—plant managers and their staffs—vitally important in 
the -eepamed of your equipment and difficult for your salesmen to 
reach. 


And the rate? Not $335, but $235 per page effective with the 
cember issue. 


Factory and Industrial 
Management 


3 3 0 WES T 42nd 


Business | Wearing 
TODAY! | 


Out’ 


STREET s,s 


The Maintenance 


and MAINTENANGE is. the 


" man of th 
NCE ENGINEERING is his fiche 


duction; 

—to reduce breakdowns to a minimum; 
—to cut maintenance costs. 

If you manufacture plant equipment or supplies used broadly 
throughout the manufacturing industries, an essential part of your 
sales job is to sell these maintenance engineers on your product. 

You can do a large part of this job effectively and economically 
in Maintenance Engineering, the only publication specifically serv- 
ing this important group. 

The story of your product, forcefully presented in the advertising 
pages of Maintenance Engineering, will build sales for you in 7,000 
of the larger plants (your best customers and prospects) through- 
out the manufacturing industries, and in 500 Industrial .Service 
Shops* who every year recommend, install and service millions of 
dollars’ worth of electrical equipment and supplies and mechanical 
transmission equipment and supplies in more than 70,000 manu- 
facturing plants, dairies, laundries, theatres, schools, etc. 

Ask us to show you specifically how Maintenance Engineering 
can strengthen your selling efforts. 

*If you are not familiar with these Industrial Service Shops as a mar- 


velous sales outlet for many types of plant equipment and supplies, 
we'll be glad to send you a copy of a survey we have recently made. 


MAINTENANCE 
ENGINEERING 


N E W YORK 
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Bonfig to Grunow 


Henry C. Bonfig has been named 
sales manager of the Grunow Corpo- 
ration, Chicago, refrigerators, reliev- 
ing Duane Wanamaker, who has been 
serving as sales and advertising 
manager, of these duties. Mr. Wana- 
maker will devote his entire time to 
advertising activities. 


McCarney to Lodge 


Raymond W. McCarney, formerly 
of the New York office of Curtis-Mar- 
tin Newspapers, and more recently 
with the Macfadden organization, 
has joined Lodge Publishing Com- 
pany, Philadelphia, as advertising di- 
rector, in charge of Building. 


Gardner to Manage 


“Cleaners Review” 


Don G. Gardner, publisher, Modern 
Machine Shop, has taken over the 
general management of Cleaners and 
Dyers Review, Cincinnati. 

The publication will change to con- 
trolled circulation with its January 
issue, and application for member- 
ship in Controlled Circulation Audit 
has been approved. 


Now Pettinger-LaGrange 


Midland Company, Indianapolis 
agency, has changed its name to Pet- 
tinger-LaGrange, Inc. No change 
has been made in personnel. 


A. B. C. Has New Rule 


Under a new rule adopted at the 
meeting of the board of directors of 
Audit Bureau of Circulations, “where 
cash is paid by a newspaper pub- 
lisher to an employe or regular cor- 
respondent for services rendered and 
remitted back for a _ subscription, 
such subscription shall qualify as 
paid,” provided it measures up to 
other A. B. C. requirements. 


Start Sales Paper 


The first issue of Southern Sales- 
man, a monthly, appeared in No- 
vember. The new paper is published 
at 502 Presbyterian Bldg., Nashville, 
Tenn. 


concentrate 


In these days of scant ammunition and fierce 
fighting, you can’t afford to take chances .. . 
especially where such an important and key 


sector as Chicago is at stake. 


What is your strategy with respect to Chica 
goP Are you regarding it as incidental to your 
national effort, or do you look upon it as a 


prime objective? Is it just 
a part of Illinois, or is it a 
tremendous factor in your 
whole national equation? 


Physically and geograph- 
ically, Cook County is only 
1.6% of Illinois; but it pos- 
sesses 64.4% of all Illinois’ 
spendable income; and 
63.4% of all that Illinois 
spends in retail sales is spent 
in Cook County. With this 
in mind, it is obvious that 
Chicago within itself is 
a priceless market... 
and too important to any 
national advertiser to be 
treated with indifference. 


If you propose to concentrate on this great 
primary reservoir of sales, then wouldn’t 
it be merely the part of sound economy 


and of good sense to select a newspaper 


that is just 


FACTS NO 
ADVERTISER 
CAN IGNORE! 


For the first 11 months of this year 
The Chicago Daily News carried 
more Grocery .Advertising than 


the combined total of the second 
evening paper and the two 


morning papers. 

For the first 11 months of this year 
The Chicago Daily News carried 
more Retail Advertising than any 
other Chicago daily or the two 


morning papers combined. 
Authority: Media Records, Inc. 


as determined to concentrate 


on the task at hand as are you yourself? 
Meaning, as happens to be the case, The 


Chicago Daily News... 
with 96% of its four hun- 
dred thousand circulation 
concentrated inside the 40- 
mile Chicago trading area, 
and 96% of this trading- 
area circulation concentrat- 
ed in Cook County . . . and 
with a circulation free of 
all dilution, free of all for- 
eign substance, and in every 
sense filtered through cham- 
ois . . . circulation that, be- 
cause of its highly volatile 
character, is known to de- 
liver a terrific punch to the 
pistons of business. 


THE CHICAGO DAILY NEWS 


THE 


QUALITY QUANTITY 


CONCENTRATED 


EVENING 


CIRCULATION 


National Advertising Representatives: GEORGE A. McDEVITT CO. 


Copyright, 1932, The Chicago Daily News, Inc. 
CHICAGO 
Palmolive Building 


PHILADELPHIA 
Record Bldg. 


DETROIT 
New Center Bldg. 


250 Park Ave.. NEW YORK 


NEW YORK 
165 Broadway 


SAN FRANCISCO 
Monadnock Bldg. 


Financial Advertising Offices: 
CHICAGO 
29 S. LaSalle Street 


—— 


CADILLAC COPY USES UNUSUAL PHOTOGRAPHS 


IAN I/O 
{\ 


The Very Finest 
of its kind 
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Photographs of the engine, like that in this advertisement, by Anton 


Breuhl, will be a feature 


of 1933 Cadillac copy. 


ONLY 400 MAY 
BUY CADILLAC 
V-16 IN 1933 


Announce Limited Production 
of Custom Models 


Detroit, Mich., Dec. 8.—Aiming for 
the aristocracy of the motor market, 
Cadillac Motor Car Company an- 
nounced to a surprised automobile 
world, through 35 newspapers and 
financial journals in the eastern half 
of the country this week, that it 
would limit 1933 production of its 
“V-16” model to 400 custom built 
cars. 

The startling announcement will 
be repeated in an additional schedule 
of western newspapers next Tuesday. 
Full pages carrying similar copy will 
appear in the Saturday Evening 
Post, Jan. 14; the New Yorker, Jan. 
28; and in February issues of For- 
tune, Arts & Decoration, Sportsman, 
Home & Field, and several metro- 
politan “local” class magazines. 

With the “V-16” announcement, 
Cadillac broke first copy of an ex- 
tensive schedule for the entire line 
that will be carried well over into 
the new year. The “V-8” and “V-12” 
will be introduced at the time of the 
New York Automobile Show. Com- 
plete plans for presentation of the 
latter two models have not yet been 
made known by Campbell-Ewald 
Company, the Cadillac agency. It is 
understood, however, that the cam- 
paign for all three models will later 
be synchronized, and then built to- 
gether around distinctive photo- 
graphic art by Anton Breuhl, featur- 
ing the Cadillac engines as “works 
of the modern masters.” 


First Definite Restriction 


Although foreign and American 
manufacturers have provided custom- 
built automobiles for years, the new 
Cadillac policy is believed to be the 
first restricting production to a defi- 
nite number of units. 

“Under no circumstances will more 
than four hundred cars be made 
available within the year,” the an- 
nouncement declares. 

“All of these cars will be Fleet- 
wood creations. Each will be ser- 


ially numbered—ranging from ‘1’ to 
‘400’ inclusive—and the owner’s name 
and the serial number will be en- 
graved on a suitable plate and fixed 
to the car as an integral part of its 
composition. 

“This, we believe, is the correct 
conception of a car like the Cadillac 
V-16, for it is decidedly a unique 
possession—and it is only proper to 
make certain that each car produced 
will represent that final degree of 
exclusiveness its owner has a right 
to expect.” 

Although the “limited number” 
policy will apply only to the “V-16,” 
according to present understanding, 
the wealth of prestige to be gained 
for the entire Cadillac line by the 
exclusiveness of one of its members 
is believed to have been one of the 
prime factors in motivating the rad- 
ical departure in custom building. 


Tied With Direct Mail 


The campaign for the “exclusive” 
model got under way Monday with 
the mailing of a personal letter from 
L. P. Fisher, president, to a limited 
number of prospects. The newspaper 
announcement followed Tuesday. 
Both “arrived” simultaneously. 

Dealers were provided with mag 
nificent booklets in color telling the 
story of the new model in photo 
graphs, to be shown to “interested 
persons,” who were invited by the 
newspaper advertisement to “talk 
with any Cadillac representative— 
who will arrange for complete it 
formation on any point in question.” 

The Cadillac program for the neW 
year was outlined to dealers at 4 
five-day sales conference in Detroit 
this week that brought together 
members of the organization from 
coast to coast. J. C. Chick, general 
sales manager, announced the poll 
cies. 


Chicago Post Plans 
Annual Merry-Making 


The annual party of Chicago Post, 
American Legion, will be held at the 
Adventurers’ Club Dec. 16. Elabo 
rate entertainment will follow the 
dinner. 

At the last meeting, Kellogg ™. 
Patterson, Cincinnati Times-Star, 
was awarded a past commander’ 
medal. Mr. Patterson is also a for 
mer commander of Advertising Post 
Chicago. 


Form Stuyvesant Group 
American Architect, Home até 
Field, and Town and Country, havé 
formed Stuyvesant Building Grou 
The one-page rate for all three # 


$1,254. 
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ADVERTISING AGE 


REPORT OF SALE 
TO CHAIN STORE 
BASIS FOR SUIT 


Indianapolis, Ind., Dec. 8.—The 
right of a business publication to 
criticize the ethics of a manufac- 
turer in its industry, the sales value 
of a nationally advertised trade- 
mark, and the entire subject of sell- 
ing the same merchandise at differ- 
ent prices with and without brand 
names, are all involved in an un- 
usual suit filed in Federal court here 
by Irwin Auger Bit Company, Wil- 
mington, O., against National Retail 
Hardware Association and its official 
organ, Hardware Retailer. 

The suit, which also names as de- 
fendants Herbert P. Sheets, man- 
aging director of the association; 
Rivers Peterson, editor, and Glendon 
Hackney, assistant editor of Hard- 
ware Retailer, is based upon an ar- 
ticle in the December issue of the 
publication asserting that the Irwin 
company had sold auger bits to the 
F. W. Woolworth Company at a 
price which enabled Woolworth 
stores to retail them at 20 cents each, 
whereas the jobber quotation on 
trade-marked “Irwin” auger bits of 
the most commonly used size was 
$2.60 a dozen, or almost 22 cents 
each. 

“We imagine,” the article said, 
“that the hardware trade is going to 
insist that the Irwin people cure 
the competitive situation they have 
created by placing the trade in a 
position to sell the same quality and 
same range of sizes that are offered 
by Woolworth, and to sell them at 
the same retail price.” 


Points to Advertising 


The bill of complaint filed by the 
Irwin company asserts that it has 
been manufacturing and_ selling 
auger bits under the trade-mark 
“Irwin” since 1885, with a distribu- 
tion throughout the world; that it 
has spent more than $1,000,000 in ad- 
vertising this trade-mark and there- 
by has built up valuable good will; 
that at various times it has sold 
bits not trade-marked to customers 
who wished to sell them as ordi- 
nary merchandise without a trade- 
mark at lesser prices, “to compete 
with foreign countries”; and that 
“in order to maintain its force of 
workmen” it sold unmarked bits in 
large quantity orders to F. W. 
Woolworth Company. 

The bill calls particular attention 
to the fact that the article in 
Hardware Retailer bore the caption 
“Irwin Auger Bits—20 Cents,” and 
that this same caption was repeated 
on the front cover. 

These statements, the complaint 
says, “are untrue, false and mis- 
leading,” and it declares they “had 
an immediate effect to cause loss 
and threatened loss to plaintiff of 
extensive business;” that the com- 
pany has been “besieged by cus- 
tomers with charges of bad faith, 
threatened with loss of business and 
cancellation of orders, and demands 
that the trade-marked line be re- 
duced to the same price as the un- 
marked bits.” Photostats of sev- 
eral such letters were attached to 
the complaint. 


Asks Retraction 


The complaint asks an injunction 
against further distribution of state- 
ments of this kind; an order for a 
retraction “in the same manner, 
with the same prominence, to the 
Same extent,” and an accounting for 
“profits and gains received by de- 
fendants by reason of said acts and 
for the damages they have caused 
to plaintiff.” No specific amount of 
damages is requested. 

The court also is asked to order 
the defendant to withdraw all copies 
of the publication that have been 
distributed and deliver them to the 
Marshal for destruction. 


Buckingham Passes On 


William E. Buckingham, for ten 
years business manager of Meridian, 
Miss., Star, died suddenly Dec. 2. 


“Construction Methods” 
to Be Printed in Roto 


Construction Methods, New York, 
will be printed by the rotogravure 
process and will increase its over-all 
page size to 10% by 13% inches, 
effective with the January issue. 

The change will allow larger and 
better pictorial presentations of con- 
struction jobs. Although advertising 
page size will be increased 43 per 
cent, rates will remain the same. 


Hold Local Day 


Retail Merchants’ Division of At- 
lantic City Chamber of Commerce, 
in conjunction with Atlantic City 
Press-Union and News, promoted 
“Atlantic City Day” Dec. 1. News- 
paper advertising, street signs and 
window displays were used, and local 
transportation systems carried shop- 
pers without charge. 


Future Depends 
on Advertising, 


Holland Asserts 


Kansas City, Mo., Dec. 6.—Point- 
ing out that the future of American 
civilization rests largely upon suc- 
cessful advertising, Lou E. Holland, 
past president, Advertising Club of 
Kansas City and a former president 
of Associated Advertising Clubs of 
the World, told members of the lo- 
cal advertising club here yesterday 
that they must keep abreast of all 
significant economic and_ social 
trends in order to perform their 
tasks most competently. 

“We all know that employment 


is necessary for human happiness,” 
he asserted. “When a statement is 
made that 30 per cent of the avail- 
able workers could do all the work 
of the nation, advertising people are 
vitally concerned. The same is true 
with other statements based on in- 
dustrial studies.” 

Referring specifically to recent 
talks by Ray Giles, the Blackman 
Company, and H. A. Batten, N. W. 
Ayer & Son, reported in ADVERTISING 
Ace, Mr. Holland urged careful at- 
tention to the problems they pre- 
sent. 

“The statement has been made 
that seven-eighths of all advertising 
is soundly and effectively perform- 
ing its function,” he said. “But if 
only seven-eighths of advertising is 
doing the job for which it is in- 
tended, advertising is doomed! All 


advertising must do a sound, con- 
structive job.” 


Conover Appoints 


Advertising of The Conover Com- 
pany, Chicago, electric dishwashers, 
has been placed with Cramer-Kras- 
selt Company, Milwaukee, effective 
Jan. 1 


Has Special Edition 
Phoenix Evening Gazette published 
a special “Arizona Resource Edition” 
of 70 pages Nov. 19. Recreational, 
commercial and industrial advan- 
tages of the state were featured. 


Cuts Rates in Half 


Metals & Alloys, Pittsburgh, has 
announced reductions of 50 per cent 
in its advertising rates for 1933. 


would still be a good hat. 


They are bought for people 


means “‘men.” 


HEN a woman buys a hat 

that causes her to be looked 
at with just the right kind and 
degree of interest, it’s a good hat. 
Even if it was made out of four 
diaper pins and the New York 
Times for August 11, 1902, it 


A woman’s hats are not bought 
to keep the rain off, nor (being 
more or less invisible to the 
wearer) to please the woman. 


look at. And “people” usually 


The above is one of the small 
number of facts remaining to us 
nowadays which are both delight- 
ful and true. Few would deny it. 
And yet few seem to realize how 
far this happy proclivity of women 
for striving to please men goes. 


When a woman buys shirts for 
her husband, she buys the kind 
she knows he likes. When she 
buys perfumes for herself, she is 
thinking of her husband’s tastes. 
When she buys food for her fam- 
ily, she averages her likes with his 
and the children’s before she 
names a brand. And when it 
comes to radios, automobiles, 
electric refrigerators and such im- 


to 


She said, “I’M AFRAID | DON’T LIKE IT” 
She meant, “I’M AFRAID HE WON’T LIKE IT” 


portant things, a family confer- 
ence decides. | 

Back of her, when she buys, 
stands the shadow of a man, 
ready to help or hinder the sale 
according as he thinks well or ill 
of your goods. 

This isn’t a silly or a slavish 
habit of women. It is a dignified 
and sensible acknowledgment that 
since men and women have to live 
together, when a woman spends 
man-earned money it pays to 


spend it on something that pleases 
them both. 


Those manufacturers are well 
advised who arrange to have men, 
as well as women, see their adver- 
tising. The so-called Family Group 
magazines are a means to this 
end, for they are read by men and 
women. And in one of them— 
Redbook—the cost of reaching 
both sexes is 30% less than the 
cost of reaching one sex through 
other media. Even if it didn’t 
help your sales to have men see 
your advertising, it would cost 
less to reach women alone in Red- 
book! 

Sell the family and you sell all. 

‘ Redbook Magazine, 230 Park 
Avenue, New York City. 
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THE SHADOW OF A MAN STANDS BEHIND EVERY WOMAN WHO BUYS 
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Use Big Space 
To Feature New 
Five- Cent Loaf 


Chicago, Dec. 8.—The local divi- 
sion of Continental Baking Corpora- 
tion, New York, used double trucks 
less two columns in Chicago dailies 
this week to announce a new three- 
quarter pound loaf of Wonder Bread 
retailing at five cents. At the same 
time, the weight of the ten-cent loaf 
was increased to a pound and a half. 

It has been a long time since a 
bakery used such large space. Bat- 
ten, Barton, Durstine & Osborn, in 
charge of the advertising, explained 
that Chicago is one of three cities 
where five-cent bread has been made 
possible by local conditions. 

This made the five-cent loaf news 
of the first magnitude. While the 
big space enabled the company to 
emphasize the news appropriately, 
the advertising had the secondary 
objective of renewing public interest 
in bread by calling attention to its 


goodness—at least as made by 
Continental—and its outstanding 
economy. 


Ward Baking Company also used 
large space in local dailies to an- 
nounce similar price reductions. 

Bread has been the mainstay of 


working men in the past, white- 
collar workers being inclined to eat 
little or none. With a decline in the 
number of employed laboring men, 
bakeries are confronted with the 
necessity of creating new users. 


Advertising Record 
Companies in Merger 

National Advertising Records, pub- 
lished by Denney Publishing Com- 
pany, Inc., New York, has been con- 
solidated with 
Company, Chicago, and the statis- 
tical services of both organizations 
will be known as National Advertis- 
ing Records, published by Advertis- 
ing Record Company. 

Laura C. Boland, for 15 years with 
Advertising Record Company, will 
be in charge, with headquarters at 
43 E. Ohio St., Chicago. Annabelle 
E. Menninger, in charge of produc- 
tion for National Advertising Rec- 
ords, continues in charge of the New 
York office. The sales staff, under 
the direction of Albert J. Crane, re- 
mains unchanged. 


Agency in Chicago 
Campbell-Sanford Advertising Com- 
pany, Cleveland, has opened a Chi- 
cago office in the Transportation 
Bldg. Fred W. Koenig is in charge. 


Carr Is Vice-President 

Rochefort R. Carr has been elected 
vice-president of Detroit Electrotype 
Company. 


Advertising Record | 


Foreign Market 
Gone, Plan to 


Sell Rice Here 


Los Angeles, Cal., Dee. 8.—De- 
'prived of its usual market in the 
Orient because of the unfavorable 
|rate of exchange, Rice Growers’ As- 
| sociation of California, a newly or- 


| ganized co-operative group, will at- 
tempt to market its 100,000-acre 
crop in this country by creating a 
domestic demand for its product. 
Through Scholts Advertising Serv- 
|ice, Los Angeles, test campaigns 
have already been started, with re- 
sults to date indicating the value 
|of broadening the promotion. News- 
papers and business publications 
will be used as the backbone of the 


campaign, with much _ attention 
being given to demonstrations in 
cooking schools, before women’s 


organizations, etc. 

Unlike rice grown in the eastern 
states, the product of the 1,500 Cali- 
fornia growers who belong to the 
new association is small grain and 
“predominantly extra fancy.” For 
this reason the crop is to be mar- 
keted under the trade name, “Little 
Colonel,” suggestive of the small 
kernels. The theme of the cam- 
paign revolves around this quality, 


with the statement: 
“Like petite peas, baby limas, 
tiny sardines and small asparagus 


tips, SMALL rice has a finer 
flavor.” 
Wally Albright, juvenile screen 


star, is the “Little Colonel” of the 
campaign. 


Chicago Stations 
Win Federal Fight 


Reversing the Federal Radio Com- 
mission, which more than a year ago 
ordered the elimination of stations 
WIBO and WPCC, Chicago, and as- 
signment of their facilities to station 
WJKS, Gary, Ind., the District of 
Columbia Court of Appeals this week 
ordered full reinstatement of the Chi- 
cago stations. 

The case was the first real test of 
the Commission’s power to shift as- 
signments under the provisions of 
the radio act calling for equitable 
distribution of station facilities 
among the states according to their 
population. 


Advertise New Fuel 


Hartwell & Lester, Inc., New York, 
distributor of PetroKarbon, a new 
fuel, has placed its account with 
Dowd & Ostreicher, Inc., Boston. 


Bank Names Agency 


Gottschaldt-Humphrey, Ine., At- 
lanta, has been named to direct ad- 
vertising of Merchants & Farmers 
National Bank, Charlotte, N. C. 


EFFECTIVE January 1, 1933 


New schedule of 
rates on request 


our advertising rates will be adjusted 
downward to the 1921 base. 


This adjustment is being made to con- 
form to circulation and circulation 
potentialities, and to provide the oppor- 
tunity of more advertising per dollar. 


This action was decided upon after we 
had reassured ourselves that our pub- 
lication has gained and is holding a more 
effective readership than ever before in 
its history, and that we can maintain and 
improve this readership through the 
continuance of editorial excellence and 
essential distribution within the limits 
of our field. 


We anticipate that the lower rates will 
be offset by an increase in volume of ad- 


vertising, thereby serving to enable us 
to maintain at least our present perform- 


ance on all essentials affecting reader- 
ship and at the same time give each 
advertiser better value per dollar 
expenditure. 


TEEL 


PRODUCTION + PROCESSING ¢ DISTRIBUTION ¢ USE 


For forty-eight years—IRON TRADE REVIEW 
CLEVELAND 


New York 


Pittsburgh 


Chicago 


London 


TALKING OUTDOOR 
SIGNS PREDICTED 


Detroit, Mich., Dec. 6.—Just as 
sound has supplanted silence in the 
movies, so will “talking” outdoor 


displays soon take the place of post- 
ers appealing only to the eye. 
This was the forecast of Capt. H. 
Ledyard Towle, poster art director 
of the Campbell-Ewald Company, 
speaking before the Adcraft Club of 
Detroit at a meeting held in con- 
junction with the current annual ex- 
hibit of National Poster Advertising 
Art at the J. L. Hudson Company. 
Not only sound will be used to at- 
tract traffic attention, Capt. Towle 
believes, but devices such as beams 
of light that will be reflected upon 
the passing pedestrian or motorist 
when he approaches the poster, will 
call his attention to the display, 
which will simultaneously commence 
its “sales talk.” 

Capt. Towle referred to a “talk- 
ing” poster which the Chevrolet Mo- 
tor Company maintains at the Hight 
Mile Road and Woodward Ave., one 
of Detroit’s busiest through traffic 
points. From the poster comes the 
voice of a drum major, calling, 
“Watch the leader!” Counts at this 
display, Capt. Towle said, demopn- 
strated the effectiveness of “sound” 
as an outdoor advertising stopping 
force. 


Ten Newspapers to Give 
Discounts for Quantity 


Varying discounts to national ad- 
vertisers for the use of 25,000 or 
more lines during one year have 
been announced by Register Press, 
Mobile, Ala.; Herald News, Fall 
River, Mass.; Press and Union and 
Sunday Press, Atlantic City, N. J.; 
News, Perth Amboy, N. J.; Post-Star 
and Times, Glens Falls, N. Y.; Jowr- 
nal and Twin City Sentinel, Winston- 
Salem, N. C.; Vindicator, Youngs- 
town, O.; Express, Easton, Pa.; 
Graphic, Pine Bluff, Ark.; and Re- 
publican-Herald, Winona, Minn. 

In most cases the open line rate is 
charged, with rebates given at the 
end of the year when earned. 


Bernice Blackwood Marries 


Mrs. Bernice Blackwood, formerly 
executive secretary of Advertising 
Specialty National Association, Chi- 
cago, and a past president of Wom- 
en’s Advertising Club of Chicago and 
of the Federation of Women’s Adver- 
tising Clubs of the World, was mar- 
ried Dec. 7 to Theodore R. Gerlach, 
Gerlach-Barlow Company, Joliet, Ill. 
advertising specialties. 


Farm Paper Unit 
Revises Its Rates 

With the withdrawal of Wallace's 
Farmer & Iowa Homestead and Wis- 
consin Agriculturist and Farmer 
from Midwest Farm Paper Unit, the 
line rate for this group has been cut 
from $7 to $4.15. 

The page rate is now $2,876.78. 


Joins Grocery Paper 

Torrey B. Stearns, formerly in the 
advertising promotion department of 
New York Times, and before that 
with Chicago Daily News, has joined 
Grocery Trade News, new publica- 
tion of Butterick Business Publica- 
tions, Inc., as associate editor. 


DeVaux to W illys 


Norman DeVaux, who sold the 
automobile company bearing his 
name to Continental Motors Corpora- 
tion, has joined Willys-Overland Cor: 
poration, in charge of the Pacific 
coast division. 


CHow, to Select and Reqister a 


TRADE MARK 


also HOW TO OBTAIN a 


PATENT ” 


Is Explained in my 
FREE BOOK 
Write to.. 


Clarence A.O'Brien 


Registered Patent Attorney 
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USED CAR SALES 
ARE STIMULATED 
BY STUDEBAKER 


No Charge for Depreciation 
In Trade-Ins 


New York, Dec. 8.—E. C. O’Don- 
nell, of the local office of Roche, Wil- 
liams & Cunnyngham, the agency of 
Studebaker Corporation of America, 
is conducting a unique Studebaker 
campaign which, while in the nature 
of a test, promises to stimulate used 
car business at once and sales of 1933 
models by April 1. 

Details of the offer were explained 
in the New York Herald Tribune this 
week, when Studebaker advanced the 
premise that many motorist; prefer 
to buy in the spring rather than 
drive a new car through the bad 
weather of the winter, but that many 
who will defer purchasing for this 
reason are driving cars which are 
unsafe. 

“Why fix an old car?” asked the 
copy, continuing: 

“Studebaker will give—absolutely 
free—to 100 people, the use of a late 
model Studebaker (thoroughly recon- 
ditioned and equipped with safety 
glass, new tires, etc.) or any other 
car selected from our large used-car 
stock—from now until April 1. 
Here’s how it’s done: 

“Purchase any car you prefer. Ap- 
ply your present car against down 
payment. Drive it all winter. Then, 
on or before April 1, 1933, we will 
take it back and allow you every cent 
you paid for it as a credit against 
the purchase of a ’33 model Stude- 
baker.” 

Charged to Promotion 


Depreciation of used cars bought 
and driven through the winter will 
be charged to promotion. Whether 
the purchaser decides to hold on to 
the used car purchased under this 
offer, or trades it in on a new model 
April 1, Studebaker will make some 
kind of profit. 

The advertisement heralding this 
plan was designed to arrest the at- 
tention of readers by naming eight 
well known cars in the headline. 


“1933 Models—Auburn . . . Buick 
... Chrysler . . . Dodge. . . Hud- 
son. .. Hupmobile. ..Nash... 


Studebaker,” it said in bold type. 

The context explained that these 
and all other manufacturers will an- 
nounce new models on or before the 
date of the Auto Show, but that the 
weather would deter many prospects 
from immediate buying. 


Eaton, Jones and 
Townsend Form Firm 


Three directors of Doubleday, Do- 
tan & Co., New York, who have been 
associated for nearly 25 years in the 
Management of Country Life and 
The American Home, have formed 
Country Life-American Home Corpo- 
tation to publish these magazines. 

W. Herbert Eaton is president and 
treasurer of the new company, Henry 
L. Jones is vice-president and Regi- 
tald T. Townsend is secretary. 


Meyer Made Director 


Ralph A. Meyer, Equity Sales Pro- 
Notion Service, Inc., New York, has 
been elected a director of Bachmann, 
Emerich & Co. 


as 


NEW FACES 


The economic upheaval brought about 
tremendous changes in architectural 
personnel. New firms, new projects, 
new products, new methods, and_ac- 
celerated building—all demand reselling. 
It is not safe to be satified with past 
acquaintance of the architects. Specifi- 
cation men may know your products 
exist. But do they know just how they 
meet present requirements. The policy 
of their new firm may differ from the 
old. START SELLING THEM NOW— 
Place your practical data alongside the 
Creative inspiration of 


ARCHITECTURE 


Leading Professional Architectural Journal 
Published by Charles Scribner’s Sons 
597 5TH AVE, New York City 


Two “Christian 
Advocates” Allowed 


The Commissioner of Patents has 
allowed registration of the name 
“Christian Advocate” by both the 
Methodist Book Concern and Lamar 
& Whitmore, publishing house of the 
Methodist Episcopal Church, South, 
after both firms had asked for such 
action. 

It was explained that there is no 
conflict between the publications, one 
circulating in the southern states, the 
other in the northern territory. 


Club Adds 42 Members 


Advertising Club of Kansas City, 
Mo., has completed a membership 
drive which brought in 42 new mem- 
bers, the club total now being ap- 
proximately 200. 


Celery Is Branded 


Mayflower Celery Hearts, selected 
hearts of celery, packed in a “hydra- 
tor” window carton, have been put 
on the New York market. 


Jobbers Unite 
In Attack on 
Unnamed Sets 


Cincinnati, Ohio, Dec. 8.—Believ- 
ing that a united front in the battle 
for Mr. Gift Giver’s dollar will be 
the most effective means for getting 
a goodly share of pre-Christmas 
business, 14 wholesale radio dealers 
of this city have launched a co 
operative campaign in the Cincin- 
nati Times-Star to be completed by 
Dec. 19. The series includes five 
full page advertisements featuring 
14 nationally advertised radio names. 

“This campaign is designed pri- 
marily to impress upon the prospec- 
tive radio buyer the importance of 
purchasing a set of a nationally 
known manufacturer,” E. Phillip 
Zachman, president, Radio Whole- 
salers’ Division of Cincinnati Elec- 


tric Club, sponsors of the campaign, 
explained. 

“We are pointing out the value 
of obtaining a guarantee with a real 
backing against the saving of a few 
dollars on a cheap set which may 
soon be an orphan or may not have 
had the proper craftsmanship in its 
production. 

“We feel that the prestige behind 
these fourteen well known and 
widely advertised radios mentioned 
in our copy, all united in one state- 
ment,” continued Mr. Zachman, “will 
be a very powerful influence, bring- 
ing more confidence in the sets of 
each separate advertiser. In creat- 
ing more acceptance for all we will 
be creating more acceptance and 
more sales for each participant.” 


Olson Leaves Club Post 


Emery E. Olson, who has acted as 
managing director of Advertising 
Club of Los Angeles for the past six 
months, has resigned because of the 
press of other duties. 


Rabbis Adopt Emblem 


in War on Rackets 


To combat racketeering in the pro- 
duction and sale of kosher food, the 
orthodox rabbinate of New York has 
adopted a new emblem of the Kash- 
ruth Association of Greater New 
York for the use of dealers in kosher 
meats. 

The new identification will replace 
the certificates of individual rabbis 
heretofore displayed in meat shops 
as a kosher guarantee. 


Advertise Insurance 


Newspapers and farm papers will 
be used for Farmers & Traders Life 
Insurance Company, Syracuse, N. Y., 
through the Utica office of Moser, 
Cotins & Brown, Inc. 


Agency for Pipe Organs 

Hall Organ Company, West Haven, 
Conn., pipe organs, has placed its 
account with Claude Schaffner Ad- 
vertising Agency, New Haven. Busi- 
ness papers will be used. 


CURRENT BUYING INDICES 
OF 


MAGAZINE READERS 


JUST RELEASED! 


A Timely Study 


Brands now used 


Appliances recently purchased 


Present occupational status 


Degree of employment 


Tec Study covers 4300 maga- 
zine homes in 17 cities for g leading 
magazines (7 women’s, 2 general 
monthlies). 

Soaps, coffees, baking powders 
and other representative products 
in the grocery field are listed by 
brands now used for each magazine. 

Automobiles, washing machines, 
vacuum cleaners, etc., are shown 
by make and year for each maga- 


zine. 


Occupational status and degree 
of employment are presented in 
detail for each magazine. 

Before undertaking this Study, 


advertising agencies were con- 


sulted, and their suggestions on 
questionnaire and method incor- 
porated. A research organization 
acceptable to them was employed, 
Percival White, Inc., with many 
years’ experience in magazine re- 
search. In several cities actual 
interviewing was observed by ad- 


vertisers or agencies. 


These steps were taken to insure 
the absolute impartiality and ac- 


curacy of the report. 


@ Send for a copy of ‘Current 
Buying Indices”’ if your plans in- 
clude magazines. Address True 
Story Magazine, 416 Lexington 


Avenue, New York, N. Y. 
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Willys Hints 
Of New Lower 


Price Levels 


New Orleans, Dec. 6.—An intima- 
tion that the New Willys line may 
reach new low price levels was given 
in the speech of John N. Willys, 
chairman of the board of Willys- 
Overland Company, before National 
Association of Finance Companies 
meeting here today. 

“The American public has under- 
gone a complete reversal of buying 
habits in the past two years,” he 
said, “with the factor of economy 
uppermost in its mind. Until our 
economic conditions changed under 
the stress of the depression, the car 
buyer gave little thought to economy. 
If a car appealed to him in appear- 
ance and he was reasonably sure 
that its performance was all that 
could be expected of a car in that 
price class, he was satisfied. 

“It is different today. The buyer 
demands lower first costs, lower op- 
erating and maintenance costs, plus 
outstanding performance and styling 
that will please the most critical eye. 

“In the development of our 1933 
line, we have scrapped old ideas and 


standards and started from scratch, 
the basic thought being that we must 
fit the car to present day incomes, yet 
without sacrifice of style, quality or 
performance.” 


Aid Economy League 

Robert G. Ingraham, vice-presi- 
dent, Livermore-Knight Company, 
has been named chairman of a group 
of Town Criers of Providence, R. L., 
to assist the state branch of the Na- 
tional Economy League. Other mem- 
bers are Myles Standish, Standish- 
Barnes Company; Edward Barber, 
General Outdoor Advertising Com- 
pany; Carleton F. Freese, Davol Rub- 
ber Company; Frederick A. Long, 
WEAN; Franklin Hurd, Providence 
Journal; and Roy I. Wakeman, 
News-Tribune. 


Crump Starts Agency 


Murrel Crump, formerly with R. J. 
Potts agency and Long-Bell Com- 
pany, has formed Murrel Crump 
Advertising Company, 305 Land 
Bank Bldg., Kansas City, Mo. Ac- 
counts include Dewey Portland Ce- 
ment Company, Sinclair Coal Com- 
pany, Mackie-Clemens Coal Company, 
American Sash & Door Company, and 
Combustion Equipment Company. 


Presbrey Gets Bank 


Green Point Savings Bank, Brook- 
lyn, has placed its account with 
Frank Presbrey Company, New York. 


Photographers Join 
Art School Staff 


James N. Doolittle, color photog- 
rapher, and Fred Archer and Ken- 
neth Alexander, portrait photograph- 
ers, have joined the staff of Art Cen- 
ter School, Los Angeles. 

A. Albert Cooling has joined the 
faculty as instructor in industrial 
design. 


Chicago Financial 
Advertisers Play Host 


Fifteen financial advertising men 
from Milwaukee were guests of Chi- 
cago Financial Advertisers this week. 

Among the speakers were Roy L. 
Stone, executive vice-president, First 
Wisconsin National Bank, and Harry 
B. Hall, president, Milwaukee Cham- 
ber of Commerce. 


Two Join Agency 
Gordon Vlichek, formerly with 
Household Magazine, has _ joined 
Campbell-Sanford Advertising Com- 
pany, Cleveland, as account execu- 
tive. Kenneth Kuehn has also joined 
the agency. 


McCord Heads Group 


William G. McCord, vice-president 
and sales manager, McCord Radiator 
& Manufacturing Company, was 
elected president of National Stand- 
ard Parts Association at its annual 
meeting in Detroit. 


FIRST TO BUY 


FIRST TO SELL 


520 N. Michigan Ave. 


The Industrial Distributor 


Now Enjoying the Strongest 
- Position in His History 


HE industrial distributor’s efficient, hard hitting sales force is constantly 
contacting all buying factors in every industrial plant in his territory. 
good times and bad, he’s on the job. 


In 


Today, more than ever, industrials rely on him for their requirements in mill, 
mine, power and general industrial supplies, equipment and tools. 
During the depression, he has steadily maintained his invaluable service to indus- 
trials. He is an indispensable factor in their operating activities. 


There is a reason. 


Now he is beginning to cash in on the service he has rendered. Orders are 
picking up. His customers are buying more frequently, and in greater quantities. 
Many accounts dormant for months are coming through with orders again. 


ie the strongest position he has ever enjoyed, the distributor will be in the 
“front line” during 1933. He will receive the bulk of the inquiries and orders 
from industrials, large and small. And the manufacturers who provide him with 
the facilities to buy and sell their products are the ones who will benefit with 
him from his intimate and frequent contact with industry. 


First and foremost among these facilities, is condensed but accurate buying 
information, presented in the handiest possible way. There are several ways of 
doing this job, but the Mill Supplies Catalog & Directory provides the most effi- 
cient and economical means. 


Industrial distributors depend upon this book for information on manufac- 
turers’ lines. This is the only buyers’ guide published for the industrial distribu- 
tor—and is built to his specifications. Issued early in 1933, it will be distributed 
to every industrial supply house in the country. For 12 months, it will be at the 
supply house buyer’s finger tips, day in and day out—ready for use when he is 
in need of buying information. 


Lee want your full share of the business coming through the industrial dis- 
tributor in 1933. Make sure he knows your line. 

him. Make sure you secure orders from him. MILL SUPPLIES CATALOG 
& DIRECTORY can be made your best—and least expensive—salesman. 


Make sure you contact 


Do You Want All the Facts? 


Advertising agencies and advertising managers of manufacturing 
organizations are invited to write for our latest brochure, “Orders 
That Go A'Begging"; also for our brief, but complete descriptive 


piece, 


"A Prospectus on the MILL SUPPLIES CATALOG 


& DIRECTORY." 


MILL SUPPLIES CATALOG & DIRECTORY 


"The Industrial Distributor's Buying Reference" 


Chicago, Ill. 


DAILIES FIGHT 
GIVING OF NEWS 
IN BROADCASTS 


(Continued from Page 1) 
pay a large part of the cost of its 
collection. Publishers have recog- 
nized property rights in such news 
and such rights should neither be de- 
stroyed nor injured. 


Ask Credit for News 


“2. That the individual newspapers 
owning or affiliated with broadcast- 
ing stations should give proper credit 
to the news-gathering organizations 
for the use of bulletins taken from 
their dispatches in addition to the 
mention of the individual newspaper 
supplying the news bulletins for 
broadcast. All bulletins, whether of 
local news or state, national or in- 
ternational news, should be in the 
nature of brief announcements only 
and of interest to the public. 

“3. That the national news-gather- 
ing organizations should without de- 
lay prescribe policies for each of 
their respective groups for the broad- 
casting of brief news items of na- 
tional and international interest by 
individual newspapers, taking due 
care in the pronouncement of such 
policies for the protection of all 
newspaper properties in the broad- 
easting of such news. Further, that 
the national news gathering organi- 
zations either designate a committee 
within their own groups or author- 
ize their managing executives to re- 
ceive and act upon the complaints of 
publishers on violations of such poli- 
cies as they lay down and still fur- 
ther to receive and act upon any sug- 
gestions from broadcasters or organ- 
izations of broadcasters relative to 
the broadcasting of any specific news 
bulletin of national or international 
importance. To the end that there 
may be the fullest consideration of 
such policies, a subcommittee, con- 
sisting of four members of the A. N. 
P. A. committee on radio, two of 
whom do not own or have affiliations 
with broadcasting stations, will be 
designated to transmit to the na: 
tional news gathering organizations 
such suggestions and complaints as 
newspaper publishers wish to trans- 
mit through it. 


Hint at Other Evils 


“4. The national news-gathering 
organizations should not sell or give 
away to telephone and telegraph 
companies news gathered at the ex- 
pense of newspapers for use in news- 
papers, so that the wire companies 
may sell such news to their clients 
as a by-product of their own trans- 
mission. 

“5. That publishers urge the Sen- 
ate to pass the Davis bill, now pend- 
ing before the Interstate Commerce 
Committee of that body, making ap- 
plicable to broadcasting stations the 
same penalties for violation of Fed- 
eral laws as are now applicable to 
newspapers. 

“6. That publishers take every 
proper step to protect their property 
rights in news, both before and after 
publication. The property right in 
news does not cease after publication 
and it is within the power of pub- 
lishers to put an immediate stop to 
its unauthorized use, whether by 
broadcasters or others. 


Ask Committee Report 


“7, That the views of this board 
be transmitted to the national news- 
gathering organizations and to pub- 


lishers of daily newspapers in the 
United States, for their information, 
“8. That E. H. Harris, James g, 
Stahlman, John Cowles and Edwin g, 
Friendly, members of the committeg 
on radio, be designated as a subcom. 
mittee of said committee on radio to 
receive suggestions and complaints 
from publishers for transmittal to 
the news-gathering organizations, to 
receive such suggestions as the news. 
gathering organizations may care tg 
make to this association, and to 
make report to the annual meeting 
of the association in April, 1933.” 


Bagby, Outdoor . 
Expert, Heads 
Drug Company 


Chicago, Dec. 8.—At some stage in 
his career, it is said, every advertis. 
ing man wishes he had a product al] 
his own to receive the benefit of his 
pet theories. Few, however, ever get 
around to it. 

W. D. Bagby, president of Sellers 
Service, Inc., outdoor agency of Chi- 
cago, has been placed in this enyvi- 
able position by formation of Hexin, 
Inc., which is marketing a new rem- 
edy for relief of pain. 

As president of Hexin, Inc., Mr, 
Bagby called in Sellers Service, Inc, 
to create demand for the new prod- 
uct with poster advertising at the 
point of sale. 

Thus far, distribution has been se- 
cured in about 60 large cities, includ- 
ing all parts of the country save 
Texas and the Pacific Coast. This 
“high-spotting” will be continued. 

Hexin is half aspirin and half py- 
razolone, a drug frequently pre 
scribed in powder form by physicians 
in the treatment of colds, headaches, 
neuralgia and general pains, Hexin 
makes a combination of these reme- 
dies available in tablet form for the 
first time. 


“New York Times” 
to Have Food Page 


The New York Times will run its 
first page devoted exclusively to 
cookery, foods and home economics 
Friday, January 138, 1933, and every 
week thereafter. 

It will be called “Pantrygraphs” 
and will be edited by Ida M. Chit 
wood, nationally known authority 
who has conducted successful cook- 
ing schools for many metropolitan 
newspapers. 


Burlington Appoints 
Burlington Route has placed its 
advertising in the northwest with 
Dollenmayer Advertising Agency, 
Minneapolis. 


Name Briggs & Varley 

Roman Macaroni Company, New 
York, Five Minute spaghetti, maca- 
roni and egg noodles, have appointed 
Briggs & Varley, New York. 


Represents WMBD 


Free and Sleininger, Inc., has been 
named representative of Station 
WMBD, Peoria, IIl. 


Railway Has Agency 
Great Northern Railway has placed 
its account with Reincke-Ellis 
Younggreen & Finn, Chicago. 


Publishers to Meet 


California Newspaper Publishers 
Association will hold its 45th annual 
convention in Marysville, Jan. 20-22 


Universal Moves 


Universal Radio Productions, Chi- 
cago, occupied new quarters at 
N. Michigan Ave. Dec. 1. 


i 


THE HOME 


of advertising. 
We base our claim to be able to give 


Chicago"? 


BIG 


DISTRIBUTION AND SAMPLING CAMPAIGNS . 
Successful direct-to-the-home campaigns in the Chicago market don't just "happen. 
Careful planning and execution are more important here than in nearly any other form 


q ‘ou more satisfactory service on our years of 
experience in planning and carrying out this work. We know Chicago. We know what 


does and does not "work" in this market. We know how to get dealer cooperation a 
enthusiasm back of the campaigns we handle. May we send you our book, " 


ADVERTISING CARRIERS 
20 EAST 8* ST. CHICAGO 
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AIM TO EXTEND 
TOURISTS’ STAY 


Los Angeles, Cal., Dec. 8.—With 
the idea of increasing the stay of vis- 
jtors to California by at least one 
day, which would mean increased 
tourist business of more than $6,000,- 
000, the All-Year Club of Southern 
California has issued a new guide 
pook featuring scenic and historic 
points in Southern California. 

Distribution of the books has been 
started at the California border un- 
der the auspices of the state depart- 
ment of agriculture, whose officers 
hand out the guides. Copies are lim- 
ited to arriving tourists. 

This is believed to be the first time 
in the history of the organized tour- 
ist business that such a co-operative 
effort has been provided by a non- 
profit organization and a government 
body. The first copy of the new pub- 
lication was presented by Gov. James 
Rolph, Jr. 

Inquirers throughout the world who 
are responding to the All-Year Club’s 
magazine and newspaper advertise- 
ments are also receiving the new 
guide-book, which tells what to see, 
how to see it, and how much it costs. 


Taft Museum Opened in 
Publisher’s Former Home 


With the opening of the Taft Mu- 
seum last week in the former home 
of Charles Phelps Taft as a gift from 
the late Mr. Taft and his wife, con- 
ditions laid down when the Cincin- 
nati Institute of Fine Arts wus 
formed in 1927 were completed. 

Mr. Taft, former publisher of the 
Cincinnati Times-Star, deeded the 
home and its furnishings, including 
many valuable art objects, to the or- 
ganization, as well as a $1,000,000 
endowment fund, on condition that 
he and Mrs. Taft be allowed to live 
in the home during their life-times. 


Denies Merger Rumor 


Atlanta Constitution printed an 
Associated Press dispatch in its is- 
sue of Dec. 3, quoting Clark Howell, 
publisher of the paper, and Herbert 
Porter, publisher of the Georgian- 
American as saying that reports of a 
merger between the two publications 
were totally unfounded. The rumors 
arose from unsuccessful negotiations 
to merge the Sunday editions of the 
two papers. 


Moser, Cotins & Brown 
Add Lilly and Client 


Alfred S. Lilly, formerly vice-presi- 
dent of the Twentieth Century Press, 
Inc. has joined Moser, Cotins & 
Brown, Inc., New York, as account 
executive. 

The agency has been appointed by 
A. W. Wetsel Advisory Service, Inc., 
New York. Magazines and newspa- 
pers will be used. 


Thein, LeWald Shift 


Robert Thein, formerly advertis- 
ing manager and assistant general 
sales manager, General Motors Ex- 
port Corporation, has joined Camp- 
bell-Ewald Company, Detroit, as ac- 
count executive on Pontiac Motor 
Company. Curtis C. LeWald, who 
had been the agency’s executive on 
Buick, has been named Buick adver- 
tising manager. 


“Bradstreet’s Weekly” 


Names Representatives 


Bradstreet’s Weekly, New York, 
has appointed Blanchard-Nichols 
Coleman & Johnston as advertising 
representatives in the mid-West ter- 
ritory. 

Warwick S. Carpenter will repre- 
sent the magazine on the West Coast. 


Stack-Goble Expands 


Additional space has been taken 
by Stack-Goble Advertising Agency, 
Chicago, which has also remodeled 
its reception room. Visitors now 
step directly from elevators into the 
Presence of the goddess at the desk. 


Is Advertising Manager 
William F. Rogers, director of ad- 


/ Vertising, Boston Even‘ng Transcript, 


announced the anointment of 
Shedd Vandenberg as national adver- 
tising-manager.- --- 


Johnson Gives 
Hazen Credit 
For Many Ideas 


Chicago, Dec. 8.—Robert L. John- 
son, vice-president of Time, Inc., who 
addressed the Chicago Advertising 
Council today, credited many of the 
successful ideas which have been 
used by Time to George Hazen, 
chairman of the board of the Crowell 
Publishing Company. 


Helped With Advice 


“Mr. Hazen,” explained Mr. John- 
son, “has always taken a great in- 
terest in young men, and he was good 


enough to advise with us regarding 
successful publishing policies. 

“He believed that appealing to 
leaders, and concentrating on the 
particular accounts which seemed es- 
pecially to belong in our medium, 
would result in a high renewal rate. 
The adoption of that policy proved 
successful.” 

Time, Mr. Johnson pointed out, is 
ten years old this month. Its first 
year’s advertising billing was $16,- 
000, as compared with nearly $2,000,- 
000 for 1932. 


Carter With Tuthill 


Herbert K. Carter, formerly presi- 
dent of Carter Advertising Service, 
New York, will join the Tuthill Ad- 
vertising Agency, New York, as vice- 
president. 


Report of Sale Denied 


Detroit Free Press has quieted re- 
ports of its sale to a Chicago group 
by announcing in its masthead that 
“the Free Press is, and has been for 
over a century, a Detroit owned 
newspaper; it is not associated with 
any other publication.” 


Increases Page Size 


Electricity on the Farm, New 
York, will increase its type page size 
to 5% by 8% inches with the Jan- 
uary, 1933, issue. Rates remain the 
same. 


Seabury S. Gould Dies 


Seabury Smith Gould, vice-presi- 
dent, Goulds Pumps, Inc., died at 
Seneca Falls, N. Y., Nov. 25, of pneu- 
monia. He was 44 years old. 


THE DES MOINES 
REGISTER and TRIBUNE 


230,221 Daily a.B.c. 208,243 Sunday 


@ The high standard of living in 
lowa is reflected by the fact 
that a model home 
and promoted by this news- 
poner was visited by people 
rom ninety-five of the state's 
ninety-nine counties. 


Iowans with a per-capita 
wealth of $4,322, 61% eve 
the national average, have 
money to spend for the things 
they want. Reach them through 
The Register and Tribune. 


Member: A.B.C., A.B.P., 
National Shelter Group. 


Have You 
Heard the News: 


Effective January 1, 1933, AMERICAN BUILDER 
Inaugurates a New Publishing Plan and Rate 


Structure 


ECAUSE building is a local business, in the 
hands of local interests, the final endorse- 
ment of building products by the local con- 

tractor and the local dealer is invaluable to the 


manufacturer. 


Today, manufacturers of building products have 
come to realize that only by helping local dealers 
and contractors to do a better merchandising job, 
can they lower the cost of distribution, increase 
building activity, and thus increase sales volume. 
American Burtper realizes and appreciates this 
condition and has formulated a new publishing’ 
plan which is sound and practical. 


Beginning with the January, 1933, issue a Dealer 
Marketing Section will be published each month 
and bound into those copies of the regular edi- 
tion of AMERICAN Bumper which are subscribed 
to and read by more than 8,000 of the leading 
lumber and supply dealers of this country. Mr. 
L. R. Putman, an outstanding figure in the retail 
field, will edit American Burtper’s new Dealer 


Marketing Section. 


MERICAN BUILDER 


A SIMMONS-BOARDMAN PUBLICATION 
105 W. Adams St., Chicago 


At the same time American Burtper will launch - 
a nationwide campaign to organize local build- 
ing groups in all parts of the country, directing 
particular attention to dependable, branded, ad- 
vertised building products. Local and national 
groups will be addressed by experienced public 
speakers, hundreds of newspapers stand ready to 
cooperate with local publicity, and practically all 
the leading trade associations in the industry 
promise endorsement and promotion, to make 


this big campaign effective. 


In addition, a new rate structure that offers 
advertisers one of the most unique and sound 
merchandising opportunities of the decade, will 


become effective with the January, 1933, issue. 


A number of manufacturers, with whom we have 
discussed this plan, wanted full details at once. 
The American Bumper staff is presenting the 
plan as rapidly as possible. Should you find it 
urgent to have this information immediately, 


however, wire or phone our nearest office. 


AND 


BUILDING 


AGE 


30 Church St., New York 
215 Market St., San Francisco 
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December 10, 1932 


i || CHEVROLET TO 


Founded in 1868 


FACTS 


BRADSTREET’S WEEKLY. 


into the proftt-making zone. 


Published by 


Statistics show that about 60% of 
the business of the United States is 
controlled by about one-half of 1% of 
the number of business organizations. 


From the viewpoint of advertisers and 
their agencies, it is significant that the 
number of these dominant firms now.” 
approximates the circulation of 


Since 1849 America’s Leading Credit Rating Bureau 


SATE AD wn . START MAJOR 
[Aa] SINEEIS | DRIVE DEC. 17 


(Continued from Page 1) 


appeared on outdoor boards through- 
out the country. This was followed 
with use of dailies urging prospec- 
tive new car buyers to keep an open 
mind on the question of an automo- 
bile purchase “until you see Chevro- 
let’s Great American Value for 1933.” 


Deny “Stalling” 


Plymouth, which announced its 
new model later that week, answered 
the Chevrolet admonition with large 
newspaper space, Dec. 1, challenging 
the “waiting” attitude, and calling 
for open-minded purchase “right 


An executive directing Chevrolet 
advertising denied to ADVERTISING 
AGE this week that the purpose of 
his company’s “watch and wait” copy 


The moral is — BRADSTREET’S a > gel — — > 
° ° “On the contrary,” he said, “our 
WEEKLY is being read by the most only effort was to sell our own new 
influential executives of the country ear, even before announcement, so 
beca : : : that our sales forces would have an 
mse i grves the m the vital facts income during that period, which 
so necessary to bring business back ordinarily is a trying one. 


“Our dealers, equipped with plenti- 
ful literature on the new model, have 
worked on prospects and received 
several thousand orders during the 
past few weeks. Commissions have 
been paid, and our sales forces have 


The Bradstreet Company | pee kere intact 


“Plymouth claimed that it would 
be ‘America’s next number one car.’ 


a We felt that we were going to con- 
148 Larayette Street, New York tinue to lead the industry in sales. 
And we bought space to let the world 
= . - know it. 
i West Advertisi tativ “ 
re ere, fee ||| Dealers have had booklets since 
Palmolive Bldg.. Chicago Nov. 10 extolling the qualities of the 


This is Number Three of a 
series of ads which show how 
we produce the quality and 
service which have made 
Jahn & Ollier Engraving Co. 
the largest photo-engraving 
plant in Chicago. 


Bassani 


EQUIPMENT 


We operate four of these special cameras 


ASSANI is the name of an extraor- 

dinary attachment for halftone cam- 
eras. Its mechanism is so precise and 
delicate that the operator must calculate 
with measurements that are less than the 
width of one halftone dot. This marvelous 
apparatus controls tone gradations in neg- 
atives to a degree of excellence that can- 
not be attained by the usual photo- 
engraving equipment. 


Our Bassani equipment is especially effi- 
cient not only for making fine newspaper 


JAHN & OLLIER 


halftones and highlight halftones, but it is 
also unequalled in the preparation of accu- 
rate color process reproductions. 


We would not annually spend thousands 
of dollars royalty for these machines’ un- 
less they greatly improved the quality of 
our product. Join our clientele of alert and 
discriminating advertisers. The first order we 
fill for you will be a conclusive demon- 
stration that there is something better in 
printing plates. 


ENGRAVING CO. 


ADVERTISING ILLUSTRATIONS — PHOTOGRAPHS 


FINE PRINTING PLATES 


FOR BLACK OR COLORS 


TELEPHONE MONROE 7080 
817..W. WASHINGTON BOULEVARD e CHICAGO 


new model. They have been working 
with them just as if the new car had 
already been placed on _ display. 
‘Watch The Leader’ copy was used 
as an aid to them.” 


A Good-Will Gesture 


Thanksgiving Day, newspapers in 
175 large cities were used in a holi- 
day tie-up to express appreciation to 
the public for continuing the adver- 
tiser as the “largest builder of auto- 
mobiles.” The good-will gesture, 
Campbell-Ewald Company, the Chev- 
rolet agency, said, was the signal for 
a flood of congratulatory letters. 

Consumer copy after announce- 
ment will mention “a price which 
takes into account today’s incomes.” 

Features that will receive promi- 
nent mention are wood-and-steel 
body construction, bigger brakes, 
longer wheelbase, absence of vibra- 
tion, effortless gear-shifting, a new 
and simplified type of free wheeling, 
and the recently announced Fisher 
Body ventilation system. 

A new device, “Starterator,” will 
be proclaimed as “another Chevrolet 
invention that takes the acrobatics 
out of starting your car.” 

“Engine stalling won’t trouble you 
any more,” copy will say. “You 
don’t have to imitate a pipe-organ 
player to start the new Chevrolet. 
For the Starterator actually reduces 
starting and accelerating to one, 
easy, natural motion.” 

Still another space-commander, the 
“Octane Selector,” will be praised as 
“another exclusive Chevrolet feature 
which will give you some new ideas 
about gas economy.” 

Prospects will be asked to “remem- 
ber that Chevrolet offers the only 
proved six-cylinder engine in the low- 
priced field.” 


Advertising Men 
Elect New Officers 


P. A. Porter, American Journal of 
Surgery, is the new president of As- 
sociation of Advertising Men, New 
York. He succeeds Howard Mack 
Warner, Perry Candy Co. Other of- 
ficers: 

Jess M. Abrams, Frank Kiernan & 
Co., first vice-president; Carl Schnei- 
der, Brown & Bigelow, second vice- 
president; Lou Gingold, Gilman, 
Nichol & Ruthman, secretary; Leo J. 
Steinfeld, Jacoby Organization, as- 
sistant secretary; Harold Morrell, 
American Car & Foundry Company, 
treasurer; H. R. McMahon, College 
Publishers’ Representatives, Inc., as- 
sistant treasurer. 

Directors are Mr. Warner; William 
Schrage, Mechanical Engineering; 
John Patafio, Ambassador Letter 
Service, and Carl Esterle. 


Hormel Repeats 
Money-Back Offer 


George A. Hormel & Co., Austin, 
Minn., used a full page in three 
colors in the Dec. 8 issue of Chicago 
Tribune to repeat its offer made last 
month, to pay back double the pur- 
chase price to buyers who do not 
believe that Hormel Flavor Sealed 
Vegetable Soup is “the best vegetable 
soup you ever bought.” 

Copy asserts that “only 12 women 
in all Chicago” took advantage of 
this money-making opportunity dur- 
ing the first offer. 


A. B. C. Defers Action 


on Quarterly Reports 


Directors of Audit Bureau of Cir- 
culations, meeting in New York last 
week, deferred final action on the 
proposal to issue abridged reports 
quarterly, supplementing the semi- 
annual reports now issued. 

This was one of the issues at the 
annual A. B. C. meeting in Chicago 
in October. 


Heinz Announces 
Full Line of Soups 


H. J. Heinz Company announced 
eight new items in its canned soup 
line with a spread in full colors in 
the current issue of Saturday Eve- 
ning Post. 

The company formerly made only 
one variety, cream of tomato soup. 


Start Electrical Paper 


New York Electrical Times, a 
monthly tabloid paper in the electri- 
cal trade field, began publication this 
week. It will be distributed within 
a radius of 50 miles of the city. Of- 


D> 


fices are at 20 West 43d St. 


production. econo: 
mies+and:-on time 
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@ The manufacture 
of even the simplest 
photo engraving 
takes the combin- 
ed efforts of nine 
engravers, highly 
skilled through 
years of training. 


The Photo-Engrav- 
ers Inc. associates — 
such men. The key > 
men are financially 
‘interested. This 
-unigue set-up ha: 
enabled us. to 
deliver’ a product 


| t for a zinc 
or a seven color 
catalog, one of our 
service men (we 
have no salesmen) 
may prove helpful. 
Phone or write for 
“an interview at 
your convenience. 
There is no obii- 
gation of course. 


THE PHOTO 
ENGRAVERS 


INCORPORATED 
417 NORTH STATE STREET 


TELEPHONE SUPERIOR 6716 
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COPY WARNS OF 


‘SHENANIGANS’ 


Chicago, Dec. 8.—Replying to ac- 
eusations of maintaining a local 
monopoly brought in connection with 
a fight on the municipal taxicab ordi- 
nance, Yellow Cab Company this 
week used large newspaper space to 
point out that “this cry for lower 
rates isn’t as much on the square as 
some of you may think.” 


Hitting out without restraint, the 
copy asserts that “there’s a lot of 
shenanigan about it that you know 
nothing about. So, we advise you to 
keep your eyes peeled, your ears 
open and your caution in good work- 
ing order before you fall for it. 


“What does it mean, you ask? 
Simply this—that racketeers have 
muscled-in the taxicab business in 
many of the big cities of the coun- 
try, and have grabbed nearly every 
reputable industry under the sun, 
with the direct result that reliable 
and standard institutions have been 
seriously harmed. Do you want them 
to muscle-in the taxicab industry 
here?” 


Asserting that lower rates mean 
lower standards of service, the copy 
points out that unsavory conditions 
existed in the local taxicab industry 
before the advent of Yellow cabs 
which have now entirely disap- 
peared, and ends with a note of 
warning: 

“Do you want racketeers to step in 
now and take all this away from 
you? Do you want to return to the 
miserable times of fifteen years 
ago?” 


Kolker With Tweed 


N. M. Kolker, for three years head 
of his own agency, has joined R. E. 
Tweed Co., Philadelphia, as account 
executive in charge of new business. 


Typographic 
DISPLAY 


gives speech to your 
ideas, power to your 
thought, and life to your 
words. Pioneers in the 
art of applying typog- 
raphy to advertising, the 
Ben C. Pittsford Co. en- 
deavors to make every 
dollar spent for adver- 
tising a one - hundred- 
cent-dollar for the 


advertiser. 


+ 


BBen C. Pittsford Co. 


ADVERTISING 
TYPOGRAPHERS 


605 South Clark Street « « Chicago 


Wabash 0-5-8-5 


A. M. Sullivan 
Is Author of 
Poetry Volume 


(Picture on Page 1) 

New York, Dec. 8.—A. M. Sullivan, 
copy chief, J. P. Muller & Co., who 
has two published volumes of verse 
to his credit, has added to his fame 
as a poet with the publication of 
“Elbows of the Wind,” a new volume 
comprising selected pieces which 
have appeared in Century Magazine, 
Commonweal, Poetry, and other pub- 
lications, as well as several pieces 
which are now published for the first 
time. 

The poems deal with subjects of to- 
day, “written in the vital language 
of the hour.” The author describes 
the book as “being the strident voice 
of one desiring to be heard above the 
pandemonium of the hour.” The vol- 
ume is illustrated by Russell R. Gale. 

Mr. Sullivan is the author of “Pro- 


gression and Other Poems,” pub- 
lished in 1928, and of “Sonnets of a 
Simpleton,” published in 1925. 

“Elbows of the Wind” is published 
by Kingsley Press, New York. The 
price is $2. 


“American Builder” to 


Publish Dealer Edition 


Effective with the January, 1933, 
edition, American Builder, Simmons- 
Boardman publication, will publish 
a dealer marketing section which 
will be bound into more than 8,000 
copies of the regular edition which 
go to lumber and supply dealers. 

Robert E. Clement, a member of 
the publication’s staff for many 
years, has been elected a vice-presi- 
dent of American Builder, and will 
make his headquarters in New York. 


MacNeil Joins Compton 


J. W. MacNeil has been appointed 
Chicago manager for Compton & 
Sons, St. Louis, color lithographers. 
The Chicago office has been moved 
from 360 N. Michigan Ave. to 520 N. 
Michigan. 


First Lady to 
Broadcast for 
Pond’s Extract 


New York, Dec. 8.—One of the 
biggest scoops in the history of ad- 
vertising has been achieved by 
Pond’s Extract Company, manufac- 
turer of Pond’s vanishing and cold 
creams, Pond’s Skin Freshener, 
cleaning tissues, etc. Beginning to- 
morrow, the company will sponsor 
a weekly broadcast by Mrs. Franklin 
D. Roosevelt, wife of the president- 
elect. 


Salary to Charity 


Mrs. Roosevelt will discuss some 
general topic every Friday evening 
over an NBC network. She will 
make this excursion into the com- 
mercial field in the name of charity, 
her entire salary being divided be- 
tween the state fund for relief and 
special cases of destitution which 


Mrs. Roosevelt believes 
adequately provided for. 

“The white light that beats on a 
throne” scarcely describes the in- 
tense curiosity of America’s women 
about the personality and interests 
of the helpmate of the president- 
elect, according to the » advertiser 
and its agency, J. Walter Thompson 
Company. As a result, they expect 
a record-breaking audience for each 
Friday broadcast. 


are not 


Joins H. C. Bersten 


Albert Von Tilzer, noted musical 
composer and writer of more than 
1,000 songs and ballads, has joined 
H. C. Bersten Agency, Los Angeles, 
in charge of all radio program activi- 
ties. 


Dress Makers Organize 


Council of Dress Stylists, Inc., has 
been formed in New York by dress 
manufacturers to combat design 
piracy and to cooperate in solving 
merchandising problems. The mem- 
bership is grouped at different price 
levels. 


They said... 
“Lift yourselves 


BRANCH OFFICES 
New York, Chicago, Philadelphia 


W. H. KAUFMANN, President 


by your bootstraps” 


T has become a part of the daily routine of The Rapid 
Electrotype Company to do “‘impossible”’ things, such as— 
1800 each of 2 half-page ads in one day; a job in eight hours 
that ought to require 3 days; an electro to the West Coast by 
plane in 24 hours. 


Rapid has long realized that it is the exception rather than 
the rule when “normal” time is allowed for production. It has 
geared itself to answer with “unbelievable”’ service those 
so-called ‘‘unreasonable”’ requests from harried production 
departments. 


If you could see how Rapid handles orders . . . see the 
200-foot finisher’s table, the modern equipment that works 
with almost magical speed and precision, the system of control 
that cuts out every waste moment and motion, the standard 
of quality that insures good results, the manner of shipping 
and labeling . . . you would understand the work-a-day calm 
with which hurry orders are executed. This is equally true 
whether the job is large or small. 


Check up on the country’s largest advertisers, and you will 
find that most of them use Rapid’s facilities, quality work, 
and knowledge of the game as important aids in the success of - 
big campaigns. 


RAPID chine 
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ADVERTISING AGE 


December 10, 1932 


PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


A GIRL, A CIGARETTE, AND FASHION 


To draw the feminine eye to Camel cigarette copy, Erwin, Wasey 
& Co., New York, hit on the idea of incorporating a fashion service. 
This illustration for color pages in January issues of several maga- 
zines shows how effectively the innovation is carried out with the 
co-operation of "Vogue" fashion authorities and Anton Bruehl, New 
York photographer. William & Co., the new Reynolds agency, 
will take over Camel magazine advertising with expiration of present 
contracts. 


STRONG FAMILY RESEMBLANCE IN NEW LINE 


Entering the cosmetic field, F. W. Fitch Co., Des Moines, la., has 

packaged its complete line, with the exception of lipstick, mascara, 

etc., in blue glass containers developed with the co-operation of 

Owens-Illinois Glass Co., Toledo. pad distinct ensemble effect is thus 
created. 


SALES PROMOTION MANAGERS OF G. E. DISTRIBUTORS MEET 


Sales promotion managers of General Electric refrigerator distributors gathered at Cleveland last 
week to hear plans for refrigerator and appliance sales for 1933. At the left in the front row is M. F. 
Mahony, manager, G. E. merchandising division; in the front row center are W. A. Grove, advertis- 
ing manager, Edison General Electric Appliance Company, Chicago; Bruce Barton, Batten, Barton, 
Durstine & Osborn; and W. J. Daily, manager of the sales promotion division, G. E. refrigeration 


department. 


HELPS TO INCREASE "FLYING A" SALES 


PUT AEROPLANE PERFORMANCE IN YOUR CAF 


ASSOCIATED *-" 


GASOLINE 
——. 


Outdoor and newspaper copy served as the backbone of a Pacific Coast campaign for Associated Oil 
Company which registered a 28 per cent gain in gallonage during the summer. 


® 


NEW TYPE OF COPY 


“Chrysalis” Bursts 
on Grateful Patrons 
at the Martin Beck 


Rose Albert Porter’s First Play Mingles Truth, 
Character, Color and Contrasts, in Mean- 
ingful Beautiful Combination. 

By ROBERT GARLAND. 
ovT of things ‘she most surely saw and felt in Nety York's 

nether side Rose Albert Porter fashioned the play called 

“Chrysalis.” And last night a grateful audience saw this 

“Chrysalis” burst—to carry out her lepidepterdds simile— 
into a full and brilliantish imago. 

Because of which filtered jast summer from Lawrence Lang- 

td barn at Westport, where the play's cocoon stage was spent, 

this audience SS Aod through the ten scenes at Martin 


s playhouse last night. it felt keenly the things 
Miss Porter had felt, anc saw thi 


play dealing wun that New York, and eve 

place, which is Hell's Kitchen afd that which is, let 
us say. Park Avenue, and with @ girl who tries to 
make them meet 


EF for the Speakeasy Scene” —Paxt rewits, Doiy Mirrpr 
ALL THE LADS LOVE THIS SMART PLAY: 
“Adroitly written dialogue, minglingswit and wisdoin 
—lifelike theatre.” —Robert Carland, W orld-Telegram: 
A Croshy Gaige Wit—with thie Bplendid Cast 
ROSE HOBART—FRANCES FULLER—HMENRY O'NEILL—-HARVEY STEPHENS 
“Wt HARRIS Pati" GS Pop. Mats. Wed. & Sat. $B 


[| ILoved You Wednesday’ 


Theaters are finding the traditional 
type of theater copy ineffective, 
and are experimenting with new 


ideas, as indicated by this cop 
which appeared in New Yor 
dailies in two-column space. 


EXEMPLIFYING THE CHRISTMAS SPIRIT 


This photograph, by Wolff and Cooley Studios for the December 
issue of "Fashions of the Hour," Marshall Field & Co. house organ, 
attracted much attention. 
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